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Incoming letter dated January 25, 2008 {

Dear Ms. Rudolph:

This is in response to your letters dated January 25, 2008 and February 20, 2008
concerning the shareholder proposal submitted to Wal-Mart by the Free Enterprise Action
Fund. We also have received a letter on the proponent’s behalf dated January 29, 2008.
Our response js attached to the enclosed photocopy of your correspondence. By doing
this, we avoid having to recite or summarize the facts set forth in the correspondence.
Copies of all of the correspondence also will be provided to the proponent.

In connection with this matter, your attention is directed to the enciosure, which
sets forth a brief discussion of the Division’s informal procedures regarding shareholder

proposals.
Sincerely,
Seratton 0 prann
Jonathan A. Ingram
Deputy Chief Counsel
Enclosures
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January 25, 2008

OVERNIGHT DELIVERY
VIA FEDERAL EXPRESS

U.S. Securities and Exchange Commission
Division of Corporation Finance
Office of Chief Counsel
100 F Street, N.W.
/Washington, D.C. 20549

Re: Wal-Mart Stores, Inc—Notice of Intent to Omit from Proxy Materials the
Shareholder Proposal of Free Enterprise Action Fund

Ladies and Gentlemen:

Wal-Mart Stores, Inc., a Delaware corporation (“Wal-Mart" or the “Company™), files this
letter under Rule 14a-8(j) under the Securities Exchange Act of 1934, as amended (the
“Exchange Act”), to notify the Securities and Exchange Commission (the “Commission™) of
Wal-Mart’s intention to exclude a shareholder proposal (the “Proposal”) from the proxy
materials for Wal-Mart’s 2008 Annual Shareholders’ Meeting (the “2008 Proxy Materials”).
The Proposal was submitted by Free Enterprise Action Fund (the “Proponent”). Wal-Mart asks
that the staff of the Division of Corporation Finance of the Commission (the “Staff”) not
recommend to the Commission that any enforcement action be taken if Wal-Mart excludes the
Proposal from its 2008 Proxy Materials for the reasons described below. A copy of the Proposal,
along with the related cover letter is attached hereto as Exhibit A. In accordance with Rule 14a-
8(j), we are providing six copies of this letter and its attachments to the Commission.

Wal-Mart intends to begin printing the 2008 Proxy Materials on or about April 14, 2008,
so that it may begin mailing the 2008 Proxy Materials no later than April 17, 2008. Accordingly,
we would appreciate the Staff’s prompt advice with respect to this matter.

I. The Proposal.

The resolution included in the Proposal requests that the Board of Directors of the
Company (the “Board”) prepare, at reasonable expense and omitting proprietary information,
and issue a global warming report, which may describe and discuss how action taken to date by
the Company to reduce its impact on global climate change has affected the global climate in
terms of any changes in mean global temperature and any undesirable climatic and weather-
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related events and disasters avoided. In the Proposal’s supporting statement (the “Supporting
Statement”), the Proponent states that shareholders want to know how Wal-Mart’s actions
relating to global warming may be affecting global climate, but makes it clear that it is skeptical
that human activities, including the Company’s activities, are affecting the global climate in any
discernible way. The Supporting Statement focuses on greenhouse gases, how they may or may
not affect the global climate and regulations relating to greenhouse gases.

II. Background.

The Company knows that being an efficient and profitable business and being a good
steward of the environment are goals that can work together. As one of the largest companies in
the world, with an expanding global presence, the Company knows it has a responsibility to
become a leader in environmental sustainability. Among the Company’s sustainability goals is
limiting its carbon dioxide emissions. The Company’s Greenhouse Gas Network (“GHG
Network”) works to create business advantages from measuring, reducing and eliminating the
use of fossil fuels in the Company’s stores and supply chain, as well as by its customers. Asa
part of its efforts, the Company has undertaken numerous initiatives that can both lessen the
impact of the Company on the environment and save money for the Company and its customers
(collectively, the “Environmental Initiatives™). Those initiatives include:

e working to make the Company’s stores more energy efficient, including the use of
alternate sources of power, such as wind and solar power;

» making the Company’s fleet of trucks mofe energy efficient, including the use of
alternate fuels to power that fleet;

e reducing the solid waste generated by the Company, including the packaging on products
sold by the Company; and

e other initiatives aimed to limit the Company’s carbon dioxide and other greenhouse gas
emissions from the Company’s stores, distribution centers and trucking fleet.

Of course, the Environmental Initiatives positively impact not only the amount of
greenhouse gases emitted, but also matters such as air quality, the usage of additional petroleum-
based energy sources and the amount of solid waste being put in land fills. - Moreover, by
engaging in initiatives such as using renewable energy resources, including wind and solar
power, the Company intends not only to reap the benefits of reduced greenhouse gas emissions,
but also to reduce its energy costs. Thus, the initiatives are intended to produce both a direct
financial benefit for the Company’s shareholders and a direct environmental benefit for the
Company’s customers, shareholders, associates and the communities the Company’s stores serve
worldwide.

The Company describes all of its Environmental Initiatives and provides related
statistical data regarding its progress in reducing its environmental impact in its report,
Sustainability Progress to Date 2007-2008, which the Company released on November 15, 2007
and a copy of which is attached hereto as Exhibit B (the “Sustainability Report”). The
Sustainability Report was prepared as a part of the Company’s commitment to keep its

DM 3013483 2



shareholders and the public informed about the Company’s sustainability efforts, including its
efforts to limit the Company’s environmental impact. That report sets forth some of the
Company’s views on climate change and what the Company is doing to minimize its impact on
the global climate. Please note that the Sustainability Report is available for review on the
Company’s corporate website, at www.walmartstores.com, and is accessible through the
“Environment” page on that website.

In addition, the Company continually reports its goals, efforts and progress on matters
relating to the emission of greenhouse gases on its website, www,walmartfacts.com. On that
‘website, the public can read fact sheets, such as the fact sheet relating to Greenhouse Gas
Emissions, a copy of which is attached hereto as Exhibit C, and the fact sheet relating to
Alternate Fuels, a copy of which is attached hereto as Exhibit D (collectively, the “Fact Sheets”).
The Company frequently provides its shareholders and the public with additional information
concerning the Company’s actions with respect to the protection of the environment through
press releases and other postings on our corporate website at www.walmartstores.com.
Examples include the announcements of the Company’s partnership with the Clinton Climate
Initiative and the Company’s partnership with the Carbon Disclosure Project.

While many in the scientific community believe that human activity, including
greenhouse gas emissions, affect the global climate,’ it is not possible under current levels of
scientific understanding to precisely quantify the impact that distinct actions of individuals or
companies can have on climate or temperature change. Therefore, the Company has not
attempted to quantify exactly how its Environmental Initiatives may have translated into a direct
effect on the mean global temperature or into the avoidance or lessened severity of undesirable
climatic and weather-related events or disasters. However, as stated in the Sustainability Report,
the Company believes that continuing the Environmental Initiatives not only is a matter of good
corporate citizenship, but is also good for the Company’s business.

I11. Grounds for Exclusion.

The Company believes that the Proposal is excludable under three of the bases for
exclusion set forth in Rule 14a-8(i) of the Exchange Act:

e the Proposal has been substantially implemented by the Company as
contemplated by Rule 14a-8(i)(10);

e the Proposal is designed to further a personal grievance and personal interest of
the Proponent not shared by the other shareholders of the Company at large as
contemplated by Rule 14a-8(i)(4); and

e the Proposal is impermissibly vague and impossible to implement by the
Company, and, accordingly, is excludable under Rule 14a-8(i)}(3) and Rule 14a-

8(i)(6).

| See International Panel on Climate Change, 2007: Climate Change 2007: The Physical Science Basis.
Contribution of Working Group I to the Fourth Assessment Report of the Intergovernmental Panel on Climate
Change [Solomon, S., D. Qin, M. Manning (eds.)], available at http://ipcc-wgl .ucar.edw/wg H/wg]-report.html (last
visited January 23, 2008).
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A The Proposal has been substantially implemented by the Company, and, accordingly, is
excludable under Rule 14a-8(i)(10).

Rule 14a-8(i)(10) permits a company to exclude a proposal from its proxy materials if the
company “has already substantially implemented the proposal.” In 1983, the Commission
adopted the current interpretation of the exclusion, noting that for a proposal to be omitted as
moot under this rule, it need not be implemented in full or precisely as presented:

“In the past, the staff has permitted the exclusion of proposals under Rule 14a-8(c)(10)
[the predecessor provision to Rule 14a-8(i)(10)] only in those cases where the action
requested by the proposal has been fully effected. The Commission proposed an
interpretative change to permit the omission of proposals that have been ‘substantially
implemented by the issuer.” While the new interpretative position will add more
subjectivity to the application of the provision, the Commission has determined that the
previous formalistic application of this provision defeated its purpose.” Release No. 34-
20091 (August 16, 1983).

As stated by the Commission in the predecessor to Rule 14a-8(i)(1), the general policy
underlying the substantially implemented basis for exclusion is “to avoid the possibility of
shareholders having to consider matters which have already been favorably acted upon by the
management.” Release No. 34-12598 (July 7, 1976). Furthermore, the Staff has stated “a
determination that the company has substantially implemented the proposal depends upon
whether [the company’s] particular policies, practices and procedures compare favorably with
the guidelines of the proposal.” Texaco Inc. (avail. Mar. 28, 1991). In other words, Rule 14a-
8(i)(10) permits exclusion of a shareholder proposal when a company has already substantially
implemented the essential objective of the proposal even if by means other than those suggested
by the sharcholder proponent. See, e.g., Exxon Mobil Corporation (avail. Mar. 18, 2004) and
Xcel Energy, Inc. (avail. Feb. 17, 2004) %, The Talbots, Inc. (avail. Apr. 5, 2002)*; AMR Corp.
(avail, Apr. 17, 2000)*; Masco Corp. (avail. Mar. 29, 1999)°; Erie Indemnity Co. (avail. Mar. 15,
1999)6; Nordstrom Inc. (avail. Feb. 8, 1995)’. The Company believes that it may exclude the
Proposal because, as discussed below, the Company has already substantially implemented the
objectives sought by the Proponent through adherence to various internal policies, practices and
procedures of the Company.

? Both permitting exclusion of a shareholder proposal requesting that the board of directors prepare a report
explaining the company's response to certain climate-related issues where the company was already generally
addressing such issues through various policies and reports.

3 Permitting exclusion of a proposal requesting that the company implement a code of conduct based on
International Labor Organization human rights standards where the company had established and implemented its
own business practice standards.

* Permitting exclusion of a proposal where the company had already implemented such a policy.

5 Permitting exclusion of a proposal upon notice that the company had already adopted a similar resolution.

§ permitting exclusion of a proposal to make the company’s conflict of interest policy applicable to gifts to directors
where the company had already adopted a resolution generally barring acceptance of gifts of greater than nominal
value by directors.

7 Permitting exclusion of a proposal that the company adopt a code of conduct for its foreign suppliers that was
substantially covered by existing company guidelines as being moot.
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The Company believes that the Proposal has been substantially implemented, and can
therefore be omitted from the 2008 Proxy Materials in reliance on Rule 14a-8(i)(10).

The Proposal requests the preparation of a Global Warming Report but does not give any
detail as to what should be included in such report. The Proposal does no more than suggest that
the report “may describe and discuss” the effect of the Environmental Initiatives on the mean
global temperature and climatic and weather-related events and disasters, although the
Supporting Statement suggests that shareholders of the Company want to know that information.
In view of the nature of the report requested, the Company believes that the Sustainability Report
substantially implements the Proposal. Starting at page 40, the Sustainability Report describes
the Environmental Initiatives, including the goals of those initiatives. In particular, the Company
directs the Staff’s attention to the following portions of the Sustainability Report:

o Page 41 and following, where, under the caption “Climate,” the Company
describes its objectives with respect to climatic systems and the particular actions
it is committed to taking with respect to the impact of the Company’s operations
on those climatic systems;

¢ Page 43, where, under the caption “Transportation,” the Company discusses its
efforts to attain substantial gains in fuel efficiency for the trucking fleet, which is
one of the largest private fleets in the world;

e Page 43 and following, where, under the caption “Buildings,” the Company
discusses its efforts to make the buildings in which its stores and distribution
centers are housed more energy efficient and to use renewable energy systems,
such as wind and solar power, daylight harvesting and radiant heat technology to
reduce its reliance on non-renewable energy and to reduce greenhouse gas
emissions; and

e Page 46 and following, where, under the caption “Measuring Progress,” the
Company gives information about its carbon dioxide emissions in 2005 and 2006,
and provides a scorecard for its efforts.

In addition, the Company directs the Staff’s attention to the Fact Sheet relating to greenhouse gas
emissions (Exhibit C hereto) in which the Company discusses both its views on climate change
and the Company’s goals relating to limiting greenhouse gas emissions in its operations.

The Comipany recognizes that the Sustainability Report, the Fact Sheets and the other
information it regularly provides its shareholders and others contain no explicit description or
quantification of the Environmental Initiatives’ effect on mean global temperature or the climate
or weather-related events or disasters. This is because, as noted above, it is not possible to
determine such information using current scientific knowledge; as a result, no universally
acceptable model or methodology exists by which the Company could produce a report on the
information requested by the Proposal, especially at a reasonable cost. Therefore, even with a
substantial expenditure of shareholder assets, the Company could not implement the proposal.
What the Company has done is to produce substantial and meaningful reports on its efforts to
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limit its environmental impact and to provide very specific data regarding its greenhouse gas
emissions. In doing so, the Company has already substantially implemented the Proposal.

The Company views the Proposal and the implementation of the Proposal represented by
the portions of the Sustainability Report, the Fact Sheets and the other information available on
its websites to present a situation similar to the situation the Staff reviewed in ExxonMobil
Corporation (available March 23, 2007) in which the Staff indicated it would not recommend
action to the Commission if ExxonMobil Corporation omitted a proposal in reliance on Rule
14a-8(i)(10). That proposal asked for a report on that company’s response to pressures to
develop renewal energy products and technologies. Just as the Company has done above,
ExxonMobil was able to show that, in a number of publicly available materials, it had provided
the type of information requested by the proposal in that instance. See also, Exxon Mobil
Corporation (available March 18, 2004) and Xcel Energy, Inc. (available february 17, 2004)
(permitting exclusion of a shareholder proposal requesting that the board of directors prepare a
report explaining the company’s response to certain climate-related issues where the company
was already generally addressing such issues through various policies and reports). Although we
recognize that there are other requests to the Staff in regard to the exclusion of similar
shareholder proposals in which the Staff has reached a different conclusion, the Company
believes that in its case the facts demonstrate that it has substantially implemented the Proposal,
as did ExxonMobil and Xcel Energy in the situations described in the letters cited above.

B. The Proposal relates to a personal interest of the Proponent, and, accordingly, is
excludable under Rule 14a-8(i)(4).

Under Rule 14a-8(i)(4), a proposal may be omitted from a registrant’s proxy statement if
such proposal “is designed ... to further a personal interest, which is not shared by the other
shareholders at large.” The Commission has stated that the purpose of Rule 14a-8(i}(4) is to
“insure that the security holder proposal process [is] not abused by proponents attempting to
achieve personal ends that are not necessarily in the common interest of the issuer’s shareholders
generally.” Exchange Act Release No. 20091 (Aug. 16, 1983). Moreover, the Proposal is
excludable as relating to redress of a personal claim or grievance even if the Staff finds that the
Proposal on its face involves a matter of general interest to all shareowners. Exchange Act
Release No. 19135 (Oct. 14, 1982) (which states that proposals phrased in broad terms that
“might relate to matters which may be of general interest to all security holders™ may be omitted
from a registrant’s proxy materials “if it is clear from the facts ... that the proponent is using the
proposal as a tactic designed to redress a personal grievance or further a personal interest”). In
this case, the personal agenda of the Proponent appears to be a desire to use the Company as a
tool in its public campaign to argue that there is no demonstrable link between the regulation of
greenhouse gas emissions and climate change.

The Supporting Statement makes clear that the Proponent opposes the proposition that
human actions are having an impact on the global climate. Although the Proponent requests a
“Global Warming Report,” the only information the Proponent suggests be included in the report
and appears to want from the report is a description and discussion of how the Company’s
actions to reduce its impact on the global climate has changed or avoided “changes in mean
global temperature and any undesirable climatic and weather related events and disasters.” The
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Proponent states in the Supporting Statement that “[sJhareholders want to know how Wal-Mart’s
actions relating to global warming may be affecting global climate.”

The Proponent knows that providing any such description and discussion is, in fact,
impossible to produce, especially at a reasonable cost, as described above. That is the point the
Proponent apparently wants to make by requesting that the Company expend shareholder
resources to produce a report in which the Company would state that it is unable to quantify how
the Environmental Initiatives have affected the climate. But it does not follow that because the
impact of human activity cannot be measured, that there is no such impact. According to the
United States Environmental Protection Agency (the “EPA”), although increases in atmospheric
greenhouse gases “tend to warm the planet,” questions remain regarding “how much warming
will occur, how fast it will occur, and how the warming will affect the rest of the climate system
including precipitation patterns and storms.” 3 The EPA goes on to state that “Answering these
questions will require advances in scientific knowledge in a number of areas,” includin
“determining the relative contribution to climate change of human activities and natural causes.”

The Proponent is on record as a frequent and consistent skeptic regarding climate change,
as demonstrated by its websites and public statements.'® While the Proponent is free to hold
these views and to argue its position publicly, it should not be allowed to use the Company and
the shareholder proposal process to advance its well known personal agenda at the expense of the
Company and its shareholders.

Based on the foregoing, the Company believes that it may exclude the Proposal from the
2008 Proxy Materials in reliance on Rule 14a-8(i)(4) as the Proposal relates to a personal interest
of the Proponent.

C. The Proposal is impermissibly vague and impossible to implement by the Company, and,
accordingly, is excludable under Rule 14a-8(i)(3) and Rule 14a-8(i)(6).

Under Rule 14a-8(i)(3), a proposal may be omitted from a registrant’s proxy statement if
the proposal or supporting statement is contrary to any of the Commission’s proxy rules or
regulations. The Staff has consistently taken the position that vague and indefinite proposals are
excludable under Rule 14a-8(i)}(3) because “neither the stockholders voting on the proposal, nor
the company in implementing the proposal (if adopted), would be able to determine with any
reasonable certainty exactly what actions or measures the proposal requires.” Staff Legal
Bulletin No. 14B (avail. Sept. 15, 2004). Moreover, a proposal is sufficiently vague and
indefinite so as to justify the exclusion where a company and its shareholders might interpret the
proposal differently, such that “any action ultimately taken by the company upon implementation
of the proposal could be significantly different form the actions envisioned by the shareholders
voting on the proposal.” Fuqua Industries, Inc. (avail, March 12, 1991). In addition, under Rule
14a-8(i)(6), a company “lack[s] the power or authority to implement” a proposal when the

: See EPA, State of Knowledge, available at http://www.epa.gov/climatechange/science/stateofknowledge. htmlfref,
Id

1° The Proponent’s statements may be found on his websites, www.freeenterpriseactionfund.com and
www.junkscience.com.
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proposal “is so vague and indefinite that [the company] would be unable to determine what
actions should be taken.” International Business Machines Corp. (avail. January 14, 1992). -

As discussed above, the Proposal does not give any detail as to what should be included
in the requested report. However, the Proposal suggests that the report describe and discuss the
effect of the Environmental Initiatives on the mean global temperature and any climatic and
weather-related events and disasters that were avoided. To assess the avoidance of such events
would require the Company to define, identify, and characterize events and disasters that have
not occurred. The Proposal gives no guidance as to how the Company could approach this topic.
If the Proposal were adopted, the Company would not be able to determine what action the
Company should take in response. Even if such events could be reasonably defined, and a
formula or methodology developed to predict what elements contribute to the nonoccurrence of
such events, it would be difficult and speculative, at best, to assess how the Company’s
numerous activities impact the fact that certain events did not occur.

In addition, it is not reasonably possible for the Company to determine the effects its
actions have had on the mean global temperature. Global warming is a complex scientific
phenomenon that potentially can be impacted by the action or inaction of innumerable actors, as
well as natural occurrences. The Company has taken a variety of actions to deal with its impact
on the environment and the climate. Each of the Company’s individual efforts would require a
different type of analysis to quantify the results. To the extent that the Proposal requires the
Company to determine the Company’s impact on “changes in mean global temperature and any
undesirable climatic and weather-related events and disasters avoided,” the Company does not
have the scientific resources available to make such a determination.

While the Staff has not previously directly addressed the question of whether such a
request is impossible to implement, prior Staff no-action letters are consistent with the position
that a proposal may be excluded pursuant to Rule 14a-8(i)(6) because the Company does not
have the resources to determine the requested information. In Anheuser-Busch Companies, Inc.
(Feb. 9, 1993), the Staff stated that a charitable contributions proposal which requested the
company to make contributions to only those little league organizations that give each child the
same amount of playing time as practically possible could be excluded under Rule 14a-8(i)(6).
Similarly, in General Motors Corporation (avail. March 9, 1981), the Staff did not recommend
action with respect to General Motors’ exclusion of a proposal that it ascertain the number of
avowed Communists, Marxists, Leninists, and Maoists on the faculty and in the administration of
any particular school before making a donation to the school without guidance as to how to
determine which persons fell within the prohibited group.

Based on the foregoing, the Company believes that it may exclude the Proposal from the

2008 Proxy Materials in reliance on Rule 14a-8(i)(3) and Rule 14a-8(i)(6) as the Proposal is
impermissibly vague and impossible to implement.
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V. Conclusion.

Wal-Mart hereby requests that the Staff confirm that it will not recommend any
enforcement action if Wal-Mart excludes the Proposal from the 2008 Proxy Materials. Should
you disagree with the conclusions set forth herein, we would appreciate the opportunity to confer
with you prior to the issuance of the Staff’s response. Moreover, Wal-Mart reserves the right to
submit to the Staff additional bases upon which the Proposal may properly be excluded from the
2008 Proxy Materials.

By copy of this letter, the Proponent is being notified of Wal-Mart’s intention to omit the
Proposal from its 2008 Proxy Materials.

Please acknowledge receipt of this letter by date-stamping the accompanying
acknowledgment copy and returning it to the undersigned in the self-addressed postage pre-paid
envelope provided. Please call the undersigned at (479) 277-9353 or Jeffrey J. Gearhart, Senior
Vice President and Deputy General Counsel, at (479) 277-2345 if you require additional
information or wish to discuss this submission further.

Thank you for your consideration.

Respectfully Submitted,

W%Mﬁfb

Jennifer F. Rudolph
Counsel
Wal-Mart Stores, Inc.

cc: Steven J. Milloy
Managing Partner
Action Fund Management, L.L.C.
as investment adviser to Free Enterprise Action Fund
12309 Briarbush Lane
Potomac, Maryland 20854

Enclosures

DM 3013483 9




Exhibit A

DM 3013483



‘ « DEC-31-2807 ©9:36R FROM:STEVEN J MILLOY 3813303440 TO: 1479264959614 7320495P. 2

action fund
management.LLc

12309 briarbush lans
potamac, md 10884
1301/268 2852

F 301330 3440

BY FAX
December 21, 2007

Jeffrey J. Gearhart

Vice President and General Counsel, Corporate Division &
Assistant Secretary

Wal-Mart Stores, Inc.

702 Southwest 8" Street

Bentonville, AR 72716-0215

Dear Mr. Gearhart:

I hereby submit the enclosed shareholder proposal (“Proposal”) for inclusion in the Wal-Mart Stores, Inc.
(the “Company”) proxy statement to be circulated to Company shareholders in conjunction with the next
annual meeting of shareholders. The Proposal is submitted under Rule 14(a)-8 (Proposals of Security
Holders) of the U.S. Securities and Exchange Commission’s proxy regulations.

The Free Enterprise Action Fund (“FEAOX") is the bencficial owner of approximately 1298 shares of the
Company’s common stock which have been held continuously for more than a year prior to this date of
submission. The FEAOX intends to hold the shares through the date of the Company's next annual
meeting of shareholders. The record holder’s appropriate verification of the FEAOX's beneficial
ownership will follow.

The FEAOX’s desighated representatives on this matter are Mr. Steven J. Milloy and Dr. Thomas J.
Borelli, both of Action Fund Management, LLC, 12309 Briarbush Lane, Potomac, MD 20854. Action
Fund Management, LLC is the investment adviser to the FEAOX. Either Mr. Millay or Dr. Boreli will
present the Proposal for consideration at the annual meeting of shareholders.

If you have any questions or wish to discuss the Proposal, please contact Mr. Milloy at 301-258-2852,
Copies of correspondence or a request for a “no-action” letter should be forwarded to Mr. Millay c¢/o
Action Fund Management, LLC, 12309 Briarbush Lane, Potomac, MD 20854.

Managing Partner
Investment Adviser 10 the FEAOX, Owner of Wal-Mart Common Stock

Attachment: Shareholder Proposal: Global Warming Report



¢« DEC-21-2807 09:36A FROM:STEVEN J MILLOY 3813303440 TO: 14792049596147920495P. 3

Global Warming Report

Resolved: The shareholders request that the Board of Directors prepare by October 2008,
at reasonable expense and omitting proprietary information, a Global Warming Report.
The report may describe and discuss how action taken to date by Wal-Mart to reduce its
impact on global climate change has affected global climate in terms of any changes in
mean global temperature and any undesirable climatic and weather-related events and
disasters avoided.

Supporting Statement:

Wal-Mart supports action on global warming and is a member of the U.S. Climate Action
Partnership (USCAP), a group that lobbies for global warming regulation.

But scientifi¢ data show that atmospheric levels of carbon dioxide, the greenhouse gas of
primary concern in global warming, do not drive global temperature. See e.g.,

h@://10utube.conﬂwgtchjlv—"-XDDNVTYRXU.

Even assuming for the sake of argument that atmospheric carbon dioxide levels affect
global temperatures, the U.S. Environmental Protection Agency recently projected that
U.S. regulation of manmade greenhouse gas emissions would have a trivial impact on
atmospheric concentrations of carbon dioxide over the next 90 years. Seee.g.,
hitp://www.epa.gov/climatechange/downloads/s1 76Ganalysispartl .pdf and

http://www.junkscience com/ByThel unkman/200 Z_ 1004 . html,

So U.S. greenhouse gas regulation is not likely to discernibly affect global climate in the
foreseeable future.

Global warming regulation is expected to harm the economy. The Congressional Budget
Office, U.S. Department of Energy and prominent economists such as Alan Greenspan,
Arthur Laffer and Greg Mankiw all say that cap-and-trade — a type of greenhouse gas
regulation promoted by USCAP — would reduce economic growth. See e.g.,

http.//www junkscience.com/failure_to disclose.pdf.

Shareholders want to know how Wal-Mart’s actions relating to global warming may be
affecting global climate.
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- At Wal-Mart, we believe what's good for . -
- the environment can be good for business
too. Welve taken the concept of affordable
sustainability to another level by bringing‘”
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Sustainability Progress to Date 2007-2008

-~\We're making sustainability our business
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6699 Message from Lee Scott

B
tearerea”

We know, as the world’s largest retailer, that people have
high expectations of Wal-Mart, and that we have unique
opportunities and a responsibility to our communities, our
customers and our Associates. One of our biggest
opportunities ~ for the future of our business and of the
world - is to become a more sustainable company.

For more informatton wvisit
www.waimartstores.com/sustainability

Just over two years ago, Hurricane Katrina struck the United States. For the
people of the Gulf Coast, it was a devastating event that forever changed
the lives of thousands. In a different way, it also chenged Wal-Mart forever,
Hurricane Katrina showed us our potential to serve our customers, our
Associates and our communities by applying our business model to
solving major problems. In Cctober 2005, motivated by our experience
with the Katrina disaster, we commiltted (o a set of environmental and
other goals In a speech titled “Twenty-First Century Leadership”

This report reviews and discusses our efforts to date. This letter focuses
specifically on the environment, health care, diversity, saurcing and the work
of our foundation. As you will see, we are making good progress In a number
of these areas, while in athers we still have work ahead of us. We are also
working ta establish performance metrics and determine our performance
baselines to measure and drive our progress. As we do that, we remain
committed to our jouney toward building a more sustalnable Wal-Mart.

Like everything we do, sustainability begins with our customers. From the day
that Sam Walton opened the doors of the first Wal-Mart store in 1962, our
mission has been to save people:money so they can live better. Today that
mission extends to sustatnahility. We don'’t believe that our customers,
whether they shop in a Tedo Dia, ASDA store, Wal-Mart Supercenter or Sam’s
Club, should bave to choose between products they can afford and products
that are ethically sourced, high quality and environmentally friendly.

We have found that there is no conflict between our business model of
everyday low costs and everydayilow prices and being a mare sustainable
husiness. To make sustainability sustainable at Wal-Mart, we've made It live
inside our business. Many of our environmental sustainability efforts, for
example, mean cost savings for us, our suppllers and our customers, so that
in both goad times and bad times, they will remain part of who we are,

We have also learned we can become a better company by working
together and learning from others, Our 13 environmental sustainability
networks are a great example, They are a model of how we work with
environmental non-governmental organizations (NGOs), suppliers,
scholars, government leaders and other thought leaders to identify and
put in place meaningful changes. We'e pleased with this collaborative
approach. We owe a great deal of credit to the women and men, inside
and outside of Wal-Mart, who work with us in these networks. And we will
continue to talk and work with these leaders and groups — including critics
- to help us become more sustainable.

A lot of the attention around our sustainability efforts has focused on the
environment, which is not unexpected. But our work to become a better
company is about more than what we're doing with the environment.
Sustainability at Wal-Mart also has broad economic and social components,
including health care, economic opportunity and the quality of life of the
pecple who make the products we sell. Ultimately, these are interwoven,
and we are committed to making progress in each of these areas,

Perhaps the most powerful way in which Wal-Mart contributes to
communities is through economic opportunity. 176 million customers
around the world shap at our stores every week to save money and live
better. Families who save money can use the savings to participate in the
digital revolution, put more food on their kitchen tables, buy more
environmentally friendly products and achieve their aspirations.
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The benefit extends even beyong our customers, Global Insight recently
updated Its independently certifled study to show that the average
American household saves more than $2,500 per year because of Wal-
Mart. Around the world, we create thousands of jobs every year with
competitive wages and the oppartunity to advance as far as hard wark
and talent can take our Associates. These jobs meet a variety of needs for a
lot of different people — whether the associate is a student who wants
work experience, a senlor citizen who needs a part-time job or an
individual looking to build a career. At the same time, we want to do more,
and we will do more, to increase the opportunity we provide our
Associates and to spread more economic oppartunity throughout the
communities we serve.

When it comes to sustainability, we are going beyond the three
envlronmental goals we announced in the “Twenty-First Century
Leacership® speech: to be supplied 100 percent by renewable energy; to
create zero waste; and to sell products that sustain our resources and the
environment. We've developed an approach that goes beyond these goals
to driving sustainable practices into our supply chain, the products we sell,
the lives of Associates and the communities where we operate and source.
We call this approach “Sustainability 360! And we are applying the
Sustalnability 360 approach in other areas as well,

When it comes to energy, we've made good progress by using more
renewable sources and becoming more efficient. We recently began
piloting a salar power project that when fully implemented could be one
of the 10 largest solar power purchases in the United States and perhaps
the world. We are making new and old stares and clubs across the globe
more energy efficient by applying technologies such as improved heating
and air conditioning and light-emitting diode (LEDs) lighting. We're also
making good progress on doubling the fuel efficiency of our truck fleet by,
for instance, improving the design of our vehicles and making use of
auxiliary power units.

Working with our suppliers, we are advancing our goal to sell more
environmentally responsible products, We are commitied, for example, (o
selling compact fluorescent light bufbs around the world. In the United
States, we met our goaf to sell 100 million of these bulbs. We expect this
will save our customers 3 billion dollars in energy costs and prevent 7
milfion incandescent light bulbs from reaching landfills. We are also
partnering with the Carbon Disclosure Project to begin measuring the
non-renewable energy in our products from their procurement to their
manufacturing to their distribution, This will lead to less non-renewable
energy in our supply chain, While there are many more examples of what
we: are doing, we recognize that we've only looked at a fraction of our
merchandise. There are products in every section of our store that we can
improve to help our customers lead more sustainable lives.

We have made progress on our goal of a 5 percent reduction in packaging
as part of our lenger term effort to eliminate all waste at our stores and
clubs. Achieving the 5 percent goal would be the equivalent of taking
213,000 trucks off the road per year, and saving 323,800 tons of coal and
66.7 million gallons of diesel fuel fram being burned. We've also
introduced "sandwich baling“in the United States and a number of other

countries, which aflows us to recycle loose plastic that would otherwise be
thrown away. Doing this not only reduces the amount of waste we send to
landfills, but in the United States, it added tens of millions of dollars to our
battom line last year.

Our Associates play a key part In Sustainability 360. They ate the source of
many of our most innovative Ideas. Through a program called Personal
Sustatnability Projects, atmost a half million of our Assoclates are making
commitments to recydle, save eneigy and focus on wellness, We are
expanding this concept to other countries like China, so that Assoclates
around the world can have the opportunity to improve their health and
the health of the environment.

Our goal in health care is to make it more accessible, more affordable and
higher quality. We are making health care more affordable for our
customers through Initiatives like our $4 prescription drug program, which
is available in the United States, Puerto Rico, Mexico and Brazil. We are also
Improving the health care benefits we provide our Associates. In many
countries where we operate, such as Canada and the Unlted Kingdom,
there is a national health system, In the United States, we've improved our
health care beneflts steadily over the last two years. We now offer our
Associates more choices of more affordable health plans, with lower
deductibles and coverage far all eligible children. More than 90 percent of
our Associates report that they have health coverage. By forming the
Better Health Care Together coalition, we're also taking partin the
conversation about how we can reform the U.S. health care system and
bring coverage that’s accessible and affordable to 2l Americans.

We've also worked hard 1o make progress in the area of diversity, which
has led to a more diverse workforce throughout every level of our
company. In the United States, we are voluntarlly sharing the annual repart
we provide to the Equal Employment Oppaortunity Commission. These
numbers show a more diverse workforce In all demographic groups and
an increase In female and minority representation at the officer and
manager levels. Other major efforts lke our legal diversity and minority
supplier programs are also having an impact beyond our own workforce.
Our work Is also global in nature. Over 40 percent of our store managers in
China, for example, are women, We've also launched the “Senioras de
Atendimiento” program in Brazil and are fully committed to the Gender
Equity Model in Mexico.

Wa believe that many of our sustainability issues come together in the
area of sourcing, particularly in developing countries, And white we're on
par with our competitors, we have more work to do in this area. We
believe factosies that treat thelr workers well and are good stewards of the
environment will have a stronger commitment to averall quality and be
better long-term partners, Qur 200-member Ethical Standards tearn is
focused on improving how we ensure that the people who make the
praducts on our shelves can work In factories that are good neighbors and
qood emplayars that offer responsible pay and benefits.

We also believe there is a leadership opportunity to source products in a
more environmentally responsible way in the developing world.



“99 Message from Lee Scott

We are beginning to work with supplier factories to help them reduce
pollution and use less non-renewable energy. We will also help them
develop an understanding of the social and business benefits of fair trade
certified products and other types of investments. We're experimenting
with efforts such as our fair trade coffee sold in Sam's Club and a
sustainable community development project ASDA supports in Africa,

Another area where we contribute to the communities we serve is our
foundation. We continue to give back more and more every year through
bath our foundation and the generosity of our Associates and customers.
In fact, last year our customers and Associates donated $115 million
worldwide to charities through our stores, and we donated $300 million
worlgdwide as a company, We make the majority of our contributions
where we can have the greatest impact - at the local level. Still, we know
we can be smarter. In the future, we belleve we can magnify our impact
by more strategic giving and by focusing some of our efforts on a few
national issues,

This report lays out where we have come from in the last two years and
how we have become a better company and a better business. | think |
can speak for everyone at aur company - fram the chairman of our board,
who has been an inspiration thioughout, to our nearly 2 million Assoclates
around the world — when [ say that we are proud of our progress. And as
we continue to make progress, because our pace of change is so dynamic,
we will update this repart accordingly on the Internet rather than just on
an annual basis.

Much work remains to achieve the goals we set for ourselves. Our carbon
footprint is growing slower, but it is still growing, We are reducing waste,
but we are far from the day when we have eliminated waste in our stores,
Many of the products on our shelves can be made more sustainable.

We are working ta become more diverse and bulld mare sustainable
sourcing relationships.

In the end, this report is just a step. So we hope that you will judge our
commitment to suskainability not just by this repori, but by our record.
We make no claims of being 2 green company. And we're not saying

we'te better than other companies. But what we are saying Is we're doing
sustainability in a way that's real and right for Wal-Mart and is touching the
lives of millions of people around the world. We do recognize our
opporturity and our respansibility to make a difference in this world for
our customers, our shareholders and our Associates,

e ft—

Lee Scott
President and Chief Executive Officer, Wal-Mart Stores, Inc.
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No matter the location or the format, all the stores in our
worldwide Wal-Mart family remain committed to one
mission: saving people money so they can live baiter. Our
mission today is the same as it was when we first apened our
doors 45 years ago with a store in Rogers, Ark. - what
changes are the ways we work to fulfill it. As the world
changes, we are chzllenged to find new opportunities to
help pecple live better — sustainability is one example. Our
Asscciatas are an integral part of that. Teday, we employ 1.9
million Associates warldwide and operate over 7,000 stores
and Clubs in 14 markats around the world. Every week, they
serve the 176 miltion customers who visit an ASDA, Mi
Bodega Aurrera, Changomas, Neighborhood Market, Sarn's
Club, Seiyu, Superama, Wal-Mart store, Supercenter or cne of
our many other formats around the globe.

Company overview

All of the stores In our worldwide Wal-Mart family remain committed to
one misslon: saving people money so they can live better. Every week, 176
million customers visit an ASDA, Mi Bodega Aurrera, Changomas,
Neighbarhood Market, Sam’s Club, Selyw, Superama, Wal-Mart store,
Supercenter or one of our many other formats around the globe. In each
of the markets where we operate, we work 10 leverage our strengths as a
global company while meeting the focal needs of customers and
communities around the world,

Where Lned ey We Opei:ie

Sam Walton opened his first Wal-Mart store in Rogers, Ark. in 1962, Over
the next 45 years, our company expanded to include many different
formats in the Uinited States and abroad. We now operate stores in the
United States, Mexico, Puerto Rico, Canada, Argentina, Brazil, China, the
United Kingdom, Japan, Costa Rica, £l Salvador, Guatemala, Honduras and
Nicaragua. More than 75 percent of our international stores operate under
a different name than Wal-Mart. But no matter what banner hangs above
the door, all of our stores are united in their effort to reflect the local needs
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and wants of our customers, and to deliver everyday low prices, See
"Measuring Progress” in this section for details of our global operations.

Below is a description of just three of the many diverse formats that
operate as part of the Wal-Mart family.

Wal-Mant Suparcentore In 1988, we developed the Supercenter concept
to meat the growing demand for one-stop family shopping. Our
Supercenters combine a full grocery stare with our ¢lasslc general
merchandise mix under one roof. Most Superceniers are open 24 hours a
day. Additionatly, our Supercenters are home to many specialty shops
owned by outside vendars, such as banks, restaurants, portrait studios, hair
and nail salons, heaith clinics and employment agencies. On average, our
Supercenters cover 187,000 square feet, employ 350 or more Associates
and offer 142,000 different items. There are more than 2,256 Supercenters
across the United States today, and an additional 825 Supercenter and
hypermarket formats around the word,

A3 Podons Autrees, Falic, Desporea Fanllizrs anad foda Diec As we expand
to new markets, it is important that we develop formats that meet the
specific needs and preferences of the people in those markets. Mi Bodega
Aurrera and Mi Budega Aurrera Express in Mexico, Pali and Despensa
Familiar in Central America and Todo Dia in Brazil are 2 few of the uninue
formats we operate around the world. Fypically, these are “soft-discount”
stares with less than 20,000 square feet and a limited assortment of goods.
The smaller format is particularly successful in developing countries where
individuals are accustomed to an *informal” retail sector. The stores provide
custamers with access to products they need — both from their local
region and from around the world - at prices they can afford.

s Clabs Sam's Club is a membership-based format that offers customers
a selection of general merchandise and large-volume items at value prices.
Since 1983, owr Sam’s Clubs have been helping small businesses and
families gain access to name-brand products at affordable prices. We help
our members save money and time by offering those small business
members the adventages of our efliciency. Today there are more than 579
Sam's Club locations across the United States and 128 warehouse club
formats around the world - each averaging 132,000 square feet, carrying
more than 5,500 different products and employing 160 to 175 Associates.
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The following summary provides a top-ine overview of the progress we've
made as we wark to become a more sustainable company. We recognize
that our process for measuring progress has not been, and is not, perfect.
In many cases, there are inconsistencies in baselines and target dates for
achieving our goals. This is largely 8 consequence of the fact that goals
have been set by Individual networks and teams across the business. As
we move forward and wark to promote greater accountability throughout
the business, we will need to adopt a more systemic approach for
benchmarking and measurlng our progress.

Performance Qverview

Company

]KF:\,' pedoimanes Indicatar o . K6/ UO?]
Revenue $344,992,000,000
Net profit , $12,178,000,000
Number of Associates (employees) 1,900,000
Profit per employee $6,400.47
Number of stores globally as of 7/31/07 7022
Number of markets in which we operate 14
Custorners per week 176,000,000
Number of board members that are independent
from the management of the company 11 outof 15

Available in 45 countries
- 140 different languages

Accessibility to third-party global ethics
helpline for suppliers, customers, Assoclates

Ethical Snurcing

iKey patfotinaree idicztor e . L :- HI06/2007
Number of factory audits 16,700 in 8,873 factorles
Percentage of unannounced inspections 26 percent
Total number of factories audited 8873
Number of direct Import factories audited 6,757
Number of domestic import factories audited 2116
Percentage of factories receiving high-risk violations 403
Number of factories disapproved 23

Addition of envisonmental

Inspection enhbancements in 2006
‘ and health & safety criterla

to ethical standards

Associates .
Health Cara '
‘I‘Cf:y prerfunmancs ndicator | ' .'LOQ.'.ZOW]
Percentage of LS. Assoclates who have medical coverage 904 percent
Percentage of US, Associates covered by

Wal-Mart medical plans 474 percent
Percentage of US, Assoclates selecting coverage for

the first time that previously had no coverage 53.2 percent

Percentage of US. Associates selecting coverage for
the first time who say they previously were unable to

afford coverage 275 percent

Community
Jobs and Opportunities .

Percentage of US. Associates selecting coverage for

the first time who say they were previously on Medicaid 7.8 percent

Percentage of US. Associates who say they receive
medical coverage through Medicaid or

tKw mhrmanms indiif'kl::)r , : m;ﬁf?m';} another state program 341 percent
Average househald savings in Unlted States $2,500
Promotions to management positions in 2006 13,000 Healrh Clinics
Number of designated communities with *Kvy perfmeance indic L . i : 2(%’2-‘.‘:0?}
Job and Opportunities Zones (JOZ) 7 Active and 3 Scheduled Number of in-stare health clinlc Mare than 75
Percentage of In-store retall clinic customers who say
Stoye Siting they would have gone without treatment if the in-store
fKL ! pevdorme e indicator - 200, 21!0?} clinic was not available 10-15 percent
Acres permanently preserved through 395,000 - three times the  Fercentage of Wal-Mart health clinic customers
Acres for America Progiam acreage US. stores occupy _Who state they are uninsured 20 percent
Number of brownfield sites developed in United States 4
54 Generic Prescription Program
Charitable Giving ke ;wfurn.mrﬂ wdicaor o . 7 ‘ 2()(-*5{2?[10?
Koy perfarmancs indicator 2005; Estimated customer savings through
Total contributions s418328328 >4 Pprescription program 5610000000
Company contributlons (cash and in-kind donations) $301,804,191 Percentage of prescriptions that are filled without insurance 30 percent
Customer and Associate donations $116,524,134 '

Number of Associate volunteer hours Nearly 1,000,000
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Personal Sustainability Project Environment
y perrmane Hedic.atyr ¢ e e . 2&0{5‘»{?0&‘_?] Footprint
Number of US. Associates who say they have a PSP 248340  Overall ey
Total miles US. Associates say they have walked, ey pertanranc Indicatof #06/200/,
biked and swum More than 1,109,421 miles Annual investment to meet sustainabllity goals $500 million
Combined weight t1.S. Assaciates say they have lost 184,315 pounds
Number of US. Associates who say they have Buildings
quit or reduced smoking 19924 |koy perfommesce inglcaor 7 < zm'ﬁf UK ]
Additional number of LIS. Assoclates who say they have also Existing building efficiency. Tested and identifled a
shared the PSP project with theinfriends, family and Target: 20 percent increase by 2012 15 percent Increase In efficiency
community members outside of Wal-Mart 375824 High-efficiency stores Opened two high-efficiency
Pounds of materials U5, Associates say 675,538 pounds prototypes in 2007 that are expected
they have recycled of aluminum, to be 20 percent more efficient
282476 pounds of glass,  New building efficiency. 2008 store prototype
5953357 pounds of  Taget: Open viable prototype that is expected to be 25 percent
paper and cardboard,  25_30 percent more efficient by 2009 more effident

and 3,177,851 pounds of plastic

Wages and Benefits

- ¥
! X é'y pf‘lf NS ;ndh.ator s : ”2&06:‘200 »;;
Average full-time hourly wage in United States $10.76
Sam’s Club and Wal-Mart USA performance bonus awards ~ $529,800,000

Diversity

im mert'rmrméé ininatsr _f o T e ‘ gflﬁ}éf';’t)(ﬁi
Women in official and manager positions 39.69 percent
Number of officers missing their diversity goals 1

Percentage of U.S. workforce that is a minority 33.15 percent

Amount spent on supplier diversity program in 2006 More than
$4,200,000,000

Percentage of recruitment from historically black colleges

and universities (HBCUs), Hispanic-serving Institutions

(HSIs) and women's colleges in 2006 38 percent

Number of Associates engaged in diversity

mentoring program in 2006 212,000

22 on-slte solar power
cammitments announced

- tatal power production
estimated to be 17 milllon kWh
(kilowatt-hours) per year

Renewable energy.
Target: Long-term goal of 100 percent
renewable power

Transportation

ikéy_ pei form‘anc‘a-indi‘:a‘mr HWH 2007

Fleet efficiency. 15 percent actual gain;

Target: Identify 25 percent reduction 10-13 percent tested and

by FYEOS identified for implementation
in future tractors.

Number of trucks in fleet in 2005 6,936

Number of trucks in fleet In 2006 7075

Zero Waste

— - —

iKey performanee indicior CRR Y

Sofid waste reductions per stare/
club in United States.
Target: 25 percent reduction

weight by October 2008 Measurement tool in development

Climate Change

Key parforimance Indicatas 20062007
Global CO: emissions 20,388,574 tons
Direct COx emissions 5.801,302 tons -
Indirect CO2 emissians {electricity) 14,587,272 tons




Sustainable Products
Seafood

Supply Chain
Packaging

W ety performance Hidiaior - 20(?69250)%

T T

[ TRy v e T T, e
Iy parfonmance indicater ){‘m!.‘oe?]

22; all farmed-shrimp factories
certified by ACC, In process
are an shrimp farm

Marine Stewardships Council {MSC)
- certified products
Targel: Full certification by 2010

flectronics

200672007}

Majority of PCs and large
electronics are ROHS compliant
- toward goal of full compliance
by end of 2007

124,000 pounds recycled through
over 40 recycling events in 2007

! Ky perfoermuancg indicator .
ROHS-compliant PCs and large electronics

Electronics waste (e-waste)

Compact Fluorescent Light Bulbs

!Kuv ;xerfﬂ?;z;ancr:- 'u\r:}ii-:é.to: ) o T 0672007
100 million bulbs sold between
October 1, 2006 and September 30, 2007

Compact fluorescent bulb sales

Chemicals in Products

thoy porfprmsnee welicay o T a"’, x-msaoo?i
First three chemicals announced
- Propoxur, Permethrin,

NPEs {Nonyl Pheno! Ethoxylates)

*Priorlty chemicals” or
"chemicals of concern®

Textiles

; L HNeTI0T]
World's largest buyer in 2006 -

estimated 20 percent increase in sales in 2007
World's largest buyer in 2007 - purchased
more than 10 million pounds in 2007

A

| Kery prerformenie i

QOrganic cotton

Conversion cotton

Alternative fibers Estimated 15 percent increase in sales in 2007

Woaod Products

Key performance Widicstor A05:2007!

100 percent of ASDA's (UK)
hardwood garden furniture is certified
by the Forest Stewardship Councit

Sustainably harvested wood

Percentage packaging reduction 2,000 vendors logged onto
scorecard and over 100 products submitted

Number of US. stores with total

converslon to compacted detergent 1519

Note: All numbers are globat unless otherwise noted.
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Corporate Governance

The Board of Diractors

While day-to-day management responsibilities fall to our
chief executive officer and the rest of the senior executive
management team, the business and affairs of our company
are managed under the direction of our board of directors.
The board is ultimately responsible for setting our strategy,
appointing and overseeing company executives, establishing
priorities and managing the overall business. The board of
directors has general oversight responsibility for the
company’s business and affairs. Although the senior
executive team, and not the board, is responsible for day-to-
day management of the company, the board stays informed
about the business and provides guidance to management.
The board meets periodically and oversees the company’s
strategic planning process, executive development and
succession planning. In an effort to more clearly define the
responsibilities of the board and its members to the
company, its shareholders and to one another, the board has
adopted Corporate Governance Guidelines. They include:

Indepeidence

Eleven of our 15 directors are independent from the management of the
company. In determining whether each of our directors is independent,
we apply the standards set forth by the New York Stock Exchange’s Listed
Company Manual, The Listed Company Manual requires that, in arder for a
director to be independent, the board must aflirmatively determine that
the director does not have any material relatlonships with the company, As
permitted by the listed company manual, the board has adopted a set of
categorical standards describing the types of relationships to the company
that the board has determined do nat impact a director’s independence.
Our independent directors meet separately at least four times each year.

Committees

The board has also established various committees and charged these
committeses with primary responsibility over various areas of board
oversight. Each committee has a written charter adopted by the board
describing the committee’s primary duties and responsibilities. The
commitiees of the board are as follows:

Audie Commities: Four directors, each independent of the company, serve
on our Audit Committee. The Audit Committee is charged with: assisting
the board in manitoring the integrity of the financial reporting process,
systems of internal contrals, financial statements and reports of the
company; overseeing the campany's internal audit function and the
compliance by the company with legal and regulatory requirements;

and appointing, appraving the compensation of and overseeing cur
independent auditar and the review of related-party transactions. Three
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of the four members of our Audit Committee are *audit committee financial
experts” as defined by the rules of the Securitles and Exchange Commission.

Compersation, Mominating and Govarmande Comerittes NGO

Three directors, each Independent from the company, serve on our CNGC.
The CNGC's responsibllities include: evaluating and approving the
compensation of the company’s executive officers; reviewing and making
recommendations to the board regarding director compensation; and
evaluating other matiers relating to the overall compensation structure of
the company. With respect to its nominating and governance function, the
CNGC: assists the board in identifying and recommending qualified
individuals for nomination to the board; periodically reviews the
composition of the board and its committees and recommends any
appropriate changes to the board; develops and oversees the company’s
corporate governance principles; and conducts annual reviews of the
performance of the board and the company’s senior management.

Srstegic Planning and Finsnce Commitiee: The Strategic Planning and
Finance Committee is composed of six members, four of whom are
independent. The committee is responsible for reviewing and analyzing
financial matters and assisting the board In long-range strateglc planning.

Exevstive Committee: The Executive Committee of the board is compeosed
of three directors, ane of whorm is independent. The committee exercises
the pawers and duties of the board between board meetings and while the
board Is not In session, and implements the policy decisions of the board.

The Stk Option Committes: The Stock Option Commiltiee is composed of
two directors and is charged with administering certain of the company’s
equity-based compensation plans with respect to equity awards granted
to Associates who are not directors or executive officers.

Mechanisms for Communication with the Board

The board welcomes communications from shareholders and other
interested partles. Shareholders and other interested parties may write or
send e-mails 1o the board, the independent directors, the non-management
directors or any individual director in the manner described in our annual
proxy statement sent to our shareholders and fited with the Securities and
Exchange Commission. Letters and e-mails directed to the board are
reviewed by management to determine whether a response on behalf of
the board is appropriate. Responses to letters and e-mils by the company
on behalf of the board or individual directors are maintained by the
company and are available for any director's review.

If 2 rasponse on behalf of the board or a subset of the board is appropriate,
the company gathers any information and documentation necessary for
answering the Inquiry and provides the information and documentation,
as well as a proposed respanse to an appropriate director, The appropriate
director reviews and approves responses on behalf of the board or may
respond directly to a shareholder's inquiry. We will depart from these
procedures on occasion for circumstances such as the receipt of
threatening communications or voluminous inquiries with respeci: to the
same subject matter.
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Qualifying shareholders also have the opportunity to submit resolutions
for inclusion with topics considered at the company’s annual meeting of
shareholders. If the resolution relates to a topic appropriate for shareholder
action and procedural requirements are met, we will include it in voting
materials among the other items to be voted upon at the next annual
meeting. The rules for shareholder access to this agenda are governed by
Delaware law and the rules of the Securities and Exchange Commission.

Compensation

~Our board members are compensated each year in amounts set by
the board. Their compensation consists of 2 combination of cash and
shases of the company’s stack. Other than changes In the value of
equity-based compensation awards relating to the company’s overall
market performance, board members' compensation is not linked to
Wak-Mart’s performance.

The compensation of senior management consists of salary, equity-based
compensation and performance-based cash incentive payments. The value
of equity-based compensation increases or decreases along with the
company's stock price and, therefore, is linked to the compary’s
performance. In addition, some of the equity-based compensation awards
that have been granted to our executives will only vest if the company
achieves spedified performance goals. The awards of cash incentive
payments are directly finked to performance goals. The awards are
determined with reference to the company’s overall financial performance
and, in the case of certain division heads, the performance of particular
company divisions. The incentive awards may also be reduced if goals for
diversity in hiring and promation are not achieved.

Transaction Review Policy

The board has adopted a written Transaction Review Policy applicable 1o all
executlve officers, directors and shareholders beneficially owning mare than
5 percent of the company’s shares and the immediate family members of
each of the preceding persons, Any entity in which a person subject to the
policy has a material financlai interest, or in which he or she Is an officer or
holds a significant management position, is also covered by this policy.
Under the policy, each person wha is subject to the policy is responsible for
reporting to the company's chief audit executive any transactions involving
the company having a value of more than $120,000. The campany’s chief
audit executive reviews each such transaction and submits the results of
such review to the Audit Committee. The Audit Committee then reviews
the transaction and either approves or disapproves it, based on defined
procedural and substantive standards of fairmess.

Statement of Ethirs
The principles upon which our company operates on a daily basis are our
*Three Basic Beliefs’ ta which we remain firmly committedt:

» Respect for the Individual
* Service to our Customers
» Strive for Excellence

The Three Basic Beliefs go hand-in-hand with the integrity and ethical
conduct that is the foundation of our business. They are the basis for the
more detailed palicies set farth in the company’s Statement of Ethics,
which is applicable to all of our Associates, officers and directors.

The Statement of Ethics also contains our Guiding Ethical Principles. These
principles are designed to assist our Associates and suppliers with making
the right declision and doing the right thing. The principles enumerated in
the paolicy Include:

+ Follow the law at all times;

+ Be honest and fair;

+ Never manipulate, mistepresent, abuse or conceal information;

+ Avoid conflicts of interest between work and personal affairs;

= Never discriminate against anyone;

+ Never act unethically — even if someone else Instructs you to do so;

- Never ask someone to act unethically;

» Seek assistance if you have questions about the Statement of Ethics or If
you face an ethical dilemma;

« Cooperate with any investigation of a possible ethics violation; and

» Report ethics violations or suspected violations,

Specific sections of the Statement of Ethics describe the company's policies
for dealing with ethical concerns; managing conflicts of interest; accepting
gifts or gratuities; handling confidentlal and “inslde” information; relations
among Associates; refations with suppliers; observing responsible health,
safety and environmental standards; and competing fairty. Our open door
policy encourages Associates and suppliers to report ethical violations -
whether they occur on a factary floar, in a store or in the home office. The
Statement of Ethics provides for penalties for violatlons up to and including
termination of employment. For reports of violations of the Statement of
Fthics, we maintain a confidential and anonymous Ethics Helplire.

Our helpline is available 24 hours a day, seven days a week for Assaciates,
customers or suppliers to contact the Wal-Mart Global Fthics Office with
their concerns ar allegations of observed wrong doing. It s staffed by a
third-party vendor, Global Compliance Services (GCS), and is currently
available in 45 countries and can handle more than 140 different languages.

GCS interviews the caller and then emails the Globat Ethics Office the caller’s
concerns of allegations. Once the Glabal Ethics Office determines that the
caller is raising a legitimate concern, a formal case is opened. The Global
Ethics Office does not perform investigations. Cases for investigation are
assigned to various parties within Wal-Mart by a pre-determined schedule.
The Global Ethics Office oversees the process to insure thoroughness and
consistency in the investigation, and subsequent punishment - if any.

In addition, we maintain a separate Code of Ethics for our chief executive
officer and senlor financial officers, which supplements the Statement of Ethics
and relates 1o the proper functioning of our financial reporting controls.
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Our Stakeholders

Understanding the needs of our customers is central to our business, But
to be successful as a business, we nead to understand our greater impact
on the world. We need to understand both the unintended consequences
of our business, and the ways that we can innovate to improve the lives of
our customers and the waorld around us. Therefore, we have spent the last
several years listening to and increasing our engagement with customers,
Associates, cvic organizations, falth groups, government leaders, non-profit
groups, non-governmental arganizations {NGOs) and ather concerned
individuals. This dialogue with our stakeholders pushes us to consider
varying points of view, generate new initiatives, anticipate and manage
conflicts, and improve our business practices.

We have been and will continue to be open to engaging with those who
are committed to working with us, and helping us become a better
company. This is something that we are dedicated to and work towarg
across every unit of our business. At times, we face opposing viewpoints
from critics. We believe that even groups that disagree on some things can
work together to address the challenges we're facing in the 21st century.
No one person, organization or company can tackle them alone. We
encourage those who want to help us face these issures to bring their ideas
and constructive criticisms forward.

One of the ways we are working to engage our stakeholders in our journey
1o run @ more sustainable business is through Sustainable Value Networks
(SVNs). SVNs provide a forum for Associates, suppliers, NGOs, thought
leaders and academic experts to collaboratively explore challenges and

. develop solutions that benefit the business and our local and global
communities. Today our SVNs focus primarily on our environmentat
impact, but it's our hope that they will expand In scope, Already, our SVNs
have unleashed a wealth of innavation and insight that have resulted in
numeraus, positive changes to aur business operations.

We realize that just as sustainability Is a journey, so too are the external
engagement and transparency that are fundamental to achieving it. This
sustainability report is both a snapshot in time and an important step in
aur long-term commitment to listening to, and learning from, the people
and communities we impact. It chatlenges us to hold ourselves
accountable to having open and honest conversations about where we
are in our journey. So as we buikd on the data presented in this report, it
will be imperative that we keep our stakeholders informead on an ongoing
basis and respond to their thoughts and ldeas.

Verification

In this report, we have worked to provide an honest and straightforward
assessment of where we are in our sustainability efforts. The verification
process has played an integral part in assuring the level of accuracy for
which we alm, The process with which we developed and finalized this
report was established by our executives and business owners. [n addition,
each section of content is owned by an executive within aur company.

Our internal verification process for this first sustainability report included
interviews with content owners who have expertise in each subject area,
several reviews by our senior management team, oversight by a select
commiitee of officers, and a review of data sources by internal auditors and
legal teams. This review process ensures that thorough data assessments
were canducted and enables us to feel canfident about the data presented
in the report. If we learn of inaccuracies, we will correct them.




With more than 7,000 stores around the world, we know

we can help people live better in each of the communities
where we operate. We do this every day by helping people
save money. We also do it by ¢reating jobs and spurring
aconomic development in areas that need it most, giving
back to the communities where we are located, and
promoting ethical practices on the farms and in the factories
wheie the products sold on our shelves are produced.

Ai we've become a more global company, we find it increasingly
important to maintain a local focus, while leveraging our global strengths.
S0, as we work ta reach our full patential as a company, we are committed
to fostering a culture of community - local, regional and global — that not
only challenges us to be a better neighbor, but also [ays the foundation for
a future of sustainable growth ~ bath in our communities and in

our company.

Facts and Figures
[0 dhate, Wak-Mart has porrenantly presorved over 395000 acres — thats
meee than thiee adies for eavh Jore we cceapy in the United Stares.

Jobs and Opportunities

One of the most important roles we play in sustaining positive progress in
our communities is providing job opportunities. When we open a store in
a community, we often receive thousands of job applications, For many
people these are not just jabs; they are a first step in building a career and
taking ownership In a business and fostering our company’s growth.

Today, we employ 1.9 million men and women in 14 markets around the
waorld, with 1.3 million of those jobs in the United States. Some are
students seeking part-time and seasonat jobs, others rely on Wal-Mart for
supplemental income and many others see us as a place to graw a job
into a life-long career. In addition to the Jobs we ditectly create, we
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generate thousands of Job opportunitles in industries, including
construction and materials, IT, agriculiure and manufacturing.

To help individuals more easily apply for positions within our company, in
2003 we introduced a network of over 6,200 kiosks in all of our US. Wal-Mart
stores and Sam's Clubs. in 2006, a network of kiosks was installed in the
Distribution Centers. Since 2003, these on-fine hiring centers have accepted
more than 21 million applications for hourly employment opportunities,

Atthe global, national and regional tevels, we pay Associates competitive
wages and we find that the jobs we offer are truly needed. For instance,
when we opened a store just outside of Chicago in 2006, 25,000 people
applied for 325 jobs. In the United States, the average hourly, full-time
Associate salary for the Wal-Mart stores division is $10.76,

These wages, while competitive with industry, are in many cases for entry
level jobs, We realize that many stakeholders expect us lo pay more, while
other stakeholders are concerned about our ability to remain competitive
in serving our cuslomers, We see ways to address both concerns. An
exampile of this was our advocacy for an increase in the federal minimum
wage that went inta effect in fuly. This was a matter not only af advocating
for our Associates, but our customers too.

As we work to help Associates develop and grow within the company, we
are faced with a challenge that is intrinsic to our industry, and that is the
high turnover rate in the retail business. That is not to say that Associates
don't build careers at our company — many do. n fact, approximately three-
fourths of management-level Associates In our LS. stores started as hourly
Assaciates. After four to five years with our company, an hourly Associate is
typically positioned to advance to assistant store manager. In 2006, more
than 13,000 Assaciates were promoted to management positions. It's
important to note that mast of these positions do not require a college
degree, which keeps the door for advancement open 10 all of our Associates.
And as these Associates move up within our company, we need (o
continue to find opportunities for them within their communities.

In every community where we operate, we compete o serve our
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customers, While there are many positive aspects of the competition,
there can be unintentional economic consequences, Various studies have
examined this complex issue ~ many of them conflicting and incanclusive.
It is Important to us to understand not anly how many jobs we create, but
ta have a more comprehensive understanding of the total Impact those
Jobs can have on the communities in which we operate.

We also see an opportunity to work with our communities to develop our
stores in a way that will foster other businesses, To this end, in April 2006, we
announced a Jobs and Opportunity Zone program. Through the program,
10 designated Wal-Mart stares will work with the surrounding local
businesses and suppliers to spur job creation and economic development in
communities where it is needed most: Each of the zones is anchored by a
Wal-Mart store, which works with organizations (e, local chambers of
commaerce and minority business groups) and small businesses 1o generate
economic opportunity for surrounding neighborhoods and Lo direct gramt
moaney to the community. Through the program, small businesses enjoy
benefits like free advertising on the Wal-Mart in-store radio network and in
locat newspapers. We are also working to produce an annual "Wal-Mart
Tiends Report”which we will share exclusively with the small business
community. Beyond benefiting the 10 designated communitles, our Jobs
and Oppostunity Zone program benefits our company by teaching us how
10 better interact with and support all of our communities.

To date we have apened seven of our 10 designated zones, They are
located in: Chicago, Il; Cleveland, Oh,; Bl Mirage, Ariz; Landover Hills, Md.;
Partsmouth, Va,; Richmend, Calif; and Sanger, Calif. Future zone openings
provide us with the opportunity to learn from mistakes and to build on the
progress that we've made. As we work to open the three remaining zones
it will be important to apply what we have learned through previous zone
openings to help us build even more effective and mare meaningful
relationships with local businesses. Our success here will enable us to
determing if, how and when we expand the program,

Saving Penple Money So They Can Live Better

Our economic impact on communities also encompasses the money we
save our customers every year. Thiough the efficlendies and strength of our
supply chain, we are able to offer our customers low prices on the products
they need and want. A study undertaken by Hausman and Leibtag
concluded that when compared to traditional US. supermarkets, we offer
many Identical products at an average price of about 15 to 25 percent lower.
Underscaring our belief that we are a vital engine for growth in lower-
income, and cansequently under-served communities, studies validate that
lower-income househalds in particular benefit from our low prices.

The effect of our competitive prices transcends the custormers who shop in
our stores. Numerous studies have found that we drive down the price of
consumer goods across the board, lowering the cast of living even for
those who never shop at Wal-Mart. When we move to a community,
supermarkets lower their prices in response to the prices we offer. In fact,
an Independenily-certified Global Insight analysis estimated that
consumer prices in the United States are 3.1 percent lower as a result of
Wal-Mart, which corresponds to a 0.1 to 0.2 percentage-point reduction in

the annual Inflation rate over the last two decades. In 20086, this translated
1o a savings of more than 52,500 pei household.

Fostering Sustainable Economic Growth around the World

Over the years, as we have expanded our foatprint to Include 14 markets,
we have seen the many ways that Wal-Mart can influence local economies
around the world, As in the United States, our global impact encompasses
the jobs we create, the money we save families, the tax revenue we
generate and the efficiencies we bring to the economy as a whole. But it
also encompasses the unique programs we support in different countries
around the world - especially in developing markets — to foster economic
development. For Instance, in Mexico we operate a program called "Giving
is Also an Art*The program supports local communities by selling
handiwork made by loca! women in our Superama and Sam's Club
locations. One hundred percent of the proceeds are returned directly 1o
the communities where the crafts are made,

This is but one project, and as we grow Internatianally, we must continue
to find new and innovative ways — beyond simply fulfilling our business
objectives - to support economic development in the communities where
we operate,

Chicago JOZ

I Apsil 2006, 2 store on the West Side of Chicago was designated the first
ks and Oppostunity Zone. The stare openaed in an area with a Ristoially
High uramployment e, 10 was also the first Wit-Bart within the Chicago
city linnits. The zone las served & a true anchor for development in the
Vst Sicde, Sinve Wal-Mat opanad, Menad's, OS5, Aldi, Panera Bread and
Bank of Amerca sl decided ro build in the commarity. To suppat the
surroUnding community, since Septembier of 20806, Wak-Mart has
commitred over hall a milllon dollars to kocal charities, including lecal
chambers of commarce, andd his generated millions in tax ievenus. o
aaditon to Chicago, mber zones include: Cleveland, Ohy; Decatar, Ga. Bl
earge, Atz Landover Hills, M Postamouh, Vi Richmond, Calif; and
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Store Siting

As we grow, we want 1o ensure that we do so in a way that is in tandem
with the needs of our customers and communities. We want 1o work
harder to ensuse that our real estate process looks at both the quantity and
quality of the stores we are developing and takes into account the desires
of the community.

We have taken some inltial steps to work with communities and non-
governmental organizations (NGOs) to improve how we site stores. For
instance, in lonia, Mich., we worked with members of the community and
the Nationat Trust for Historic Preservation to protect a barn that was on a
store praperty. We built around the barn, and then worked to help find an
alternative use for it, In the summer of 2007, it was determined that the
barn will be relocated and retrofitted for camp activities. We donated the
structure and are helping to finance the cost of its relocation.



Still, we know that we need a formalized plan in place that takes into
consideration all the environmental, histarical and economic factors of
areas where we locate our stores, and it is our intention to create one,

On the environmental front, we are working with NGOs and experts in the
field to better understand how we can minimize the unintended
consequences assodiated with land development, including storm water
unoff, sail distuption, preservation of historic sites and loss of biodiversity.

To help offset our land footprint, we have forged a partnership with the
Nationa] Fish and Wildlife Foundation to develop the *Acres for America”
program. Through Acres for America, which was launched in April 2005,
we have committed $35 million to permanently conserve at least one acre
of critical wildlife habitat for every acre that we currently occupy and every
acre we develop through 2015. As of June 2007, Acres for America has
permanently conserved 395,000 acres. In addition, the partnership has
land preserved In Arizona, Arkansas, California, Idaho, Louisiana, Maine,
Michigan and Oregon. Recently, we announced that grants wiil
permanently protect land afong. the Big River and Salmon Creek tracts in
Northern California, the Yellow River in Florida and in the Prairie Pothole
Region of North and South Daketa. It is one of the largest public-private
partnerships of its kind and marks the first time that a company has tied its
footprint to land conservation. Based on the success of the U.S. program,
we are exploring the possibility of deing the same for our international
footprint. Itis important to note that while this program helps to offset our
land footprint, we do not view it as a substitute for considering the
environmental impacts of store siting.

We are also working to ensure that we choose locations that will minimize
the distance people must tiavel to reach our stores. This is particularly
important in our auto-refiant society. Qur latest research indicates that
customers must travel two miles or tess on average to reach their

closest Wal-Mart.

As we plan o develop our business in a particular market, we are challenged
1o foster economic development and job creation in communities where
they are needed most. That’s why in 2006, we announced a Jobs and
Opportunity Zone program, where we wark with local businesses, suppliers
and civic organizations around several of our stores to generate economic
opportunity in communities where it is needed most.

We announced in June that we intend to moderate growth of
Supercenters in the United States. While this is a business decision, it also
provides an oppariunity to take a more comprehensive and systemic view
af community needs before we build, By more intimately understanding
the community whese we intend to open a store, we can build the stare to
reflect the culture of that community — both in design and in the products
it carries — while continuing to grow our business.

So perhaps our biggest challenge is to build better relationships and
become a more valuable partner in comsmunitles before breaking ground.
As our business grows and develops, we will be continually chalfenged to
understand and meet the environmental, historical and economic needs of
each community where we plan to build our business — whether that
community is arourd the corner or around the globe.

Brownfields and Once-Occupied Properties
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Charitable Giving

For any business to be successful, it is crucial for that business to be an active
member of the community in which it aperates. This goes beyond providing
a service and being an employer. it means supporting organizations which
are integral to the fabric of that community. We can do this through our
foundation, thraugh corpatate and in-kind contributions and by encouraging
our Associates and customers to give back ta their communities,

Over the years, as we've grown from a small company in the Southeastern
United States to a carporation operating in 14 markets around the world,
we've not anly worked to continually give back more, but also to retain our
focus on giving back at the local level. That's because we believe we can
have the greatest Impact on our communities by supporting causes that
are impartant to our customers — right in their own neighborhoods. This is
at the core of our “store of the community” concept. So today, we provide
financial and volunteer support 1o maore than 100,000 charitable and
community-focused organizations, and we use our locations to give our
customers and Associates opportunities to give back.

In 2005, we were recognized as the largest corporate cash contributor in
America by the Chronicle of Philanthropy. Through our corporate giving, we
donated more than $300 million to support 7,000 communities around the
world, including $272 million donated within the United States, and more
than $28 miillion in our Interationat markets. This is in addition to the $100



mlllion and $16 mitlian donated by our customess and Associates through
company-sponsored fundraisers in the United States and international
markets, respectively. The majority of those contributions were made to
organizations at the local level, based not just on corporate decisions, but
on recommendations from our Associates. This grassroots-style
philanthrapy encompasses the small things, like the refurbishment of an
elementary school that was damaged by fire on the Atlantic coast of
Honduras, to the big things, like funding college scholarships and helping
communities recover from hurricanes and tomadoes.

In addition to our charitable contributions, we encourage and support our
managers and hourly Assoclates to be active In their communities by
volunteering their time and becoming involved in local organizations. We
make contributions to the organizations they work with based on the
number of hours they donate. Last year, Associates volunteered nearly 1
million hours of their personal time ko local causes and organizations
around the world. Because of these volunteer hours, we give over $5
million annually to these organizations.

As we maintain our grassronts focus, we are also working to deepen the
connection between our strategy as a business and our strategy as a
charitable foundation. In bridging the two approaches, it will be imperative
that we develap a clear and consistent vislon for our corporate
philanthropy efforts, drive our charitable giving planning in a way that
aligns with our business, and - as our business continues to develop
globally - elevate the reach and awareness of our programs worldwide.

Facts and Figures
Torgether with ou
S48 million 10 Ceon

ssenciates and custorners, Wal-Marnt contributed ower
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Key Programs

While we give to more than 100,000 diverse charitable causes and
organizations around the warld, the following areas reflect same of our
largest commitments.

Teacher of the Year

Education is one of our top priorities, and in 2006, we contributed more than
$57 million to support education initiatives across the United States, including
local schools and universities, student scholarships, educational arganizations
and our *Teacher of the Year Program? In the same year, the “Teacher of the
Year Pragram” provided $4.5 million to schools across the country and
honored 4,000 of the country's top teachess. Since its inception in 1995, the
program has recognized more than 25,000 teachers in the United States.

The Salvation Army

The Sabvation Army has a lang-standing relatlonship with Wal-Mart. During
the holiday season, we demonstrate our support for the organization’s Red
Kettle Campaign by allowing the bell ringers to set up in front of aur stores
and Clubs. In 2006, donations collected in the Red Kettles at Wal-Mart
locations reached an all-time high of $30.4 million, accountlng for 25
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percent of all donations to The Salvation Army's campaign. Also in 2006,
the company hosted “Bells Ringing across America, a nationwide event
that featured Associates ringing bells in front of stores and Clubs to
encourage donations. In canjunction with the launch event, Wal-Mart CEOQ
Lee Scott announced a $1.25 million contribution from the Wal-Mart and
Sam's Club Foundation to the annual campaign.

Sesame Workshop

Wal-Mart has a long history of supporting our nation’s military and thelr
familles, In 2006, the company partnered with Sesame Workshop and
provided nearly $1.5 million to develop an outreach project aimed at
helping children of military personnel deal with the challenges of
deployment. We also gave $500,000 In toys and gifts to military families with
loved ones deployed overseas through our "Operation Christmas” initiative
In partnership with Operation Homefront and America Supports You.

Children’s Miracle Network

The Children’s Miracle Network, an organization that aids children’s
hospitals, Is one of the most significant recipients of our charitable giving.
We estimate that in 2006, aur company, in partnership with US. and.
Canadian customers, provided nearly $34 million in support of the
organizatior, including an estimated $3 million fram Wal-Mart Canada.

Acres for America

Acres for America is a partnership between Wal-Mart Stares and the
National Fish and Wildlife Foundation to conserve critical wildlife habitats
for future generations. Thiough the program, we've committed $35 million
over 10 years to permanently conserve at least one acre of priority wildlife
habitat for every developed acre of our current footprint, as well as land
we develop throughout the 10-year commitment, To date, the Acres for
America program has permanently conserved over 395,000 acres, helping
connect conservation landscapes totaling more than 4.6 million acres.

America’s Second Harvest

In conjunction with a $5 million danation to America’s Second Harvest: the
Natlon's Food Bank Network, we developed a partnership to increase
awareness of hunger in the United States. Through customer donatlons at
Wal-Mart and Sam’s Club locations nationwide, an additional $3.7 million
was raised to purchase and dlstribute protein-rich foods to individuals in
need through America’s Second Harvest member food banks.

Disaster Relief

When disaster strikes, Wak-Mart and Sam's Club locations can be counted
on to work with disaster refief agencies, supporting their lifesaving werk
and helping communities begin the recovery effort. Whether in the United
States in the wake of Huriicanes Katrina and Rita, or in Central America in
the aftermath of Hurricanes Fellx and Dean, we have worked 1o support
communities with groceries, relief supplies and financial contributions to
recover and rebuild,
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Global Snapshots

As our disaster relief efforts reflect, our philosophy of supporting programs
that improve the quallty of tife in our communities has no geographic
borders. From a Supercenter in China, to an ASDA store In the United
Kingdom or a Mi Bodega Aurrera in Mexico, you will find the same
commitment to giving back to local communities. In 2006, our
international operations contributed more than $28.8 million to support
local communrities. Qur international stores and Associates also helped
raise an additional $16.2 million. Here are a few highlights of programs

 which have benefited from our efforts around the world:

Wak-ht Argentng selected and funded 12 projects presented by young
people within the framework of a camipaign known as *1,000 Ideas for our
£nvironment” The winning initiatives focus on protection of trees, waste
management and environmental impact awareness. Wal-Mart Argentina
also provides food to public soup kitchens with Caritas Argentina.

\Wal-Mart Bzl contributed over $1.5 million to programs focused on
economic development, child care education and the support of logal
culture, Through the Digital Communication Program, professional education,
including computer and life skills, are taught to young adults between the
ages of 16 and 24 who come from some of the poorest areas in the country.

Wal-Mart Canzdes third annual charity walk brought together more than
10,000 Canadians coast-ta-coast in support of Children’s Miracle Network
and children’s hospitals in Canada. Walkathons in eight urban centers,
along with fundralsing events held in Wal-Mart stores across Canada, raised
$3 million for Children's Miracle Network in 2006,

Wal-hart € hhna contributes to important environmental projects, such as
financing the installatior: of solar panels for 322 households in the
Panjlabang Village tn Jiaxing Zhejiang Province In 2006,

WakMart Costa Rica collects food in its stores for Mano a Mano, a disaster
relief pragram and joint initiative with the National Committee of
Emergencies. Once the food s collected, it is distributed through the
distribution center to families and communities affected by natural
disasters. in addition, Dulce Ayuda®/ Sweet Help supports countrywide
health and education initiatives for children. In 2006, the program raised
$310,000 to support the Fundacion Omar Dengo education project among
other literacy programs.

Wal-Mart B Salvades donated $43,000 in 2007 to Fundacion Teleton Pro-
Rehabilitacion {FUNTER), the foundation that rehabilitates disabled children.
[n 2006, the company received an award from the Ministry of Labor for
hiring and promoting Associates with disabilities. This is particularly
important in a country where civil war has left many with fimited mobility.

Wed-pat Gusternalz donated 1,800 used Wal-Mart computers to
underprivileged students at public schools throughout the country in a
partnesship with private foundation FUNSEPA and Seaboard Marine.

WMt Handigs donates products and money to the Population
Development Association, an association that runs a shelter for women

and children victims of Interfamily violence. Because the shelter burned
down, the 2006 donation was used 1o help the women malntaln their
small aromatic candle business.

Wadd-Mzit Japan (Seiyu) The Seiyu Hummingbird Campaign encourages
everyone to do whatever they can do, no matter how small, to make a
positive impact on glabal warming. In June, Sefyu launched an initiative at
all 393 Selyu stores to encourage customers to use a “bag for life) or "My
Bag; to reduce the use of plastic bags.

Walkbdat Mexico's 25,605 Associates volunteered a total of 280,000 hours

of their time to assist more than 1.9 million people though programs
focused on child nutrition, burn prevention, beautifying parks and planting
trees, maintenance of schoals, old age homes, orphanages and hospitals.
Wal-Mart Mexico also supports sustainable nutrition by financing the
establishment af backyard farms and vegetable gardens to 850 households.

Wal-Mart Nicaragua supports Tierra Fértil, where we teach small farmers
how to use more effective agricultural techniques. We show them how to
better manage pesticides and seeds, and how to improve quality and
safety standards. In turn, it enables us to buy directly from these small
family farms - bringing them a stable source of income.

Wal-#an Puerlo Rico contributed over $823,00 to support maore than

75 local, non-profit organizations throughout the island including the
Muscular Dystrophy Association, Museo de Arte de Ponce, American Red
Cross and the Unlted Way.

ASDA 1 the United Kingdor: raised £4.2 milllon, or $7,396,200 for Tickled
Pink, a campaign for breast cancer care In the United Kingdom, by selling
pink praducts, badges and George dothing, as well as stores holding their
own unique fundraising campaigns.

Inciia: We:l-Mart 2nnounced a grant in August of 2007 of $1.2 milllen to be
given over a three-year period to the HOPE Foundation. The foundation will
use these funds to set up industrial Centers of Hope in five underserved
communities In and asound the areas where factories of Wal-Mart suppliers
are located in India.

Measuring Progress

Global
Contributions by region SUSD
on % Trn . aod
North America 396,031,210
Central America 1,383,658
South America S5MQ,709
Europe 12,545,364
Asia Pacific " 357387
Total ' 418,328,328
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Contributions by source SUAL
[ egion 006}
Company contributions {cash and in-kind donations) 301,804,191
Customer and Associate donations 116,524,134
Total 418,328,328

North America

Contributions by region Sush
Region 005!
Canada 12,700,000
Mexico 13,123,692
United States 373,207,518
Total 399,031,210

Contributions by soutce SUsD

?Reqinrr ‘ : - Zmﬁi
Company contributions {cash and in-kind donations) 287,677,227
Customer and Assoclate donations 111,353,982
Total 399,031,210

Canada

Contributions by source SUSD

3 fegion _ : _ L ..20(1‘5:
Company contributions {cash and in-kind donations) 4,200,000
Customer and Associate donations 8,500,000
Total 12,700,000
Mexico

Contributions by source SUSD
HRagion " " 0l
Company contributions {cash and in-kind danations) 10,568,926
Customer and Associate donations 2,554,765
Total 13,123,692
United States

Contributions by source SUSH
egion L , 2005
Company contributions {cash and in-kind donations) 272,508,301
Customer and Associate donations 100,289,217
Total 373,207,518

“Fo e Dre et

{Slata - Compary centibutions CCuslomer spd Tostal
: {rash apes in-Rind Asstciate donttions | conbibatad
: N dgratluns) angdrabed .
Alaska 540,152 205824 745,975
Alabama 5197534 2,276,541 7474075
Arkansas 37016824 3,473,360 40,490,184
Arizona 5,697,993 1,723,656 7421649
California 11,943,210 4,555,469 16,498,679
Colorado 4079430 1,383,137 5,462,567
Conneclicut 1,731,610 793830 2525440
Delaware 556,395 201,689 758,084
Florida 12,798091 6,301,557 19,099,648
Georgia 10497010 3,873,006 14370016
Hawait 599,445 378,645 978,090
lowa 2979417 1,605,339 4,584,756
ldaho 1,000,295 473137 1,473432
Hlinois 13,677,585 3,797,012 17,474,597
Indiana 5719437 3,071,065 8,790,502
Kansas 3,040,186 1,438,599 4,478,785
Kentucky 4,714,789 2,392,741 7,107,530
Louisiana 5542923 © 2,219,890 7761813
Massachusetts 1884434 1559271 3,443,705
Maryland 2,587,244 1,147,824 3,735,068
Maine 1,134,723 864913 1,999,636
Michigan 4,452,562 2434922 6,887,484
Minnesota 3,514,548 1,383,793 4,898,341
Missouri 8,686403 3,216,713 11,903,116
Mississippl 3,305916 1,497,368 4,803,284
Montana 864,472 452,181 1,316,653
North Carolina 6,920,515 3493462 10413977
North Dakota 617,239 345,847 963,086
Nebraska 1,827,771 816463 2,644,234
New Hampshire 1,376,182 851,807 2,227,989
New Jersey 4,032,009 978913 5010922
New Mexico 1,967,355 900,273 2,867,628
Nevada 1,845,561 750,633 2,596,194
New York 8,705,328 3,014,350 11,219,718
Ohio 7432938 3,679,746 11,112,684
Qklahoma 4873464 2,287,744 7,161,208
QOregon 2,560,427 623,064 3,183491
Pennsylvania 8,617,768 4470119 13,087 887
Puerto Rico 2,011,226 912,099 2923325
Rhode kland 424312 33811 762483
South Carolina 3,270,182 2,376,468 5,646,650
South Dakota 733,490 466,830 1,230,320
Tennessee 8,399,010 2,858,099 11,257,109
Texas 25,649,707 9582575 35,232,282
Utah 2667781 1016436 3684217
Virginia 16,034,210 2846682 18,880,852
Vermont 181,438 333,600 515,038
Washington 2480650 990,168 3470318
Wisconsin 4,102,602 2275715 6378317
Wast Virginia 1,803,506 1,051,257 2,854,763
Wyoming 610,998 288,174 899,172
Toval 272908301 100,299,217 373,207,518

Note: Calculated figures, e.g. totals, may not match due to

rounding differences.
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Community

Central America

Nicaragua

Contributions by region SUsD - € ontnbuuons by source SUsD
Ef_‘r.nuniiyl e ,.’GJQ:I Gountry © S A o ' Eﬁilél
Costa Rica 530092  Company contributions {cash and in-kind donations} 37,688
E! Salvador 171,198 Customer and Associate donations 1,19
Guatemala 631,547 Total 38,879

Honduras 11,942 South Armeri

Nicaregua 38879 Cg::r:bu:?;::cgy region susD
Total 1,383,658 7 : P ro———

e oty LT R

Contributions by souice slisD Argentina 282,152
Sane | Brozl 4,728,557
Company contributions (cash and In-kind donations) 754446  Towl 5,010,709
Customer and Associate donatlpns 629212 Contributions by source SUSD
Total 1,383,658 l:" O TR T
Costa Rica Company contributions {cash and in-klnd donations) 4,060,446
Contributions by source $USD Customer and Associate donations 950,261
country 006t Towl 5,010,709
Company contributions (cash and in-kind donations) 214,782 .

Customer and Associate donations 315310 ggi:?;:j:?ons by source $USD
Total 530,094 f& iy p . , | ?Uﬂx‘*;i
El Salvador Company contributions {cash and in-kind donatlons) 185,624
Conmbut:ons by source SUSD Customer and Associate donations 96,527
Houniry 2006, Total 282,152
Company contributions (cash and in- klnd danations) 162,328 .

Customer and Assoclate donatlons 8,870 g;?;::buuons by source SUsD
Total 171,198 i(”mmny T T ZOGE.E
Guatemala Company contributions (cash and in- klnd danations) 3874812
Contnbutaons by source SUSD Customer and Associate donations 853,734
oty L R ) 208 Total 4,728,557
Company contrlbutlons (cash and in-kind donatlons) 327706

Customer and Associate donations 303,841 United Kingdom

Total 631,547 Contributions by source $USD
Honduras aeupta\- .‘: A : ) 20.(’0!
Contributions by souice 50D Company contributions (cash and in- klnd donauans) 8,054,685

Counbiyd. -0 b S ’;-41;!:_‘1 " 2006, Customer and Assoclate donations 3,590,679
Company con[nbutions (cash and in- klnd donations) 11,942 Total 12,545,364
Customer and Assoclale donations -

Total 11,942
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Asia Pacific
Caniributions by region SUSD
ICountry o ‘.‘GU!:]
China 294,000
Japan 63,387
Totak 357,387
Contributions by source SUSD
!'i:.;m:&: o 7 ';- o . 200ij
Company contributions {cash and In-kind donations) 357,387
Customer and Associate donations -
Total 357,387
China
Contributions by source SUSD
{Caunuy y ) ':!mi-.;
Company contributions {cash and in-kind donations) 294,000
Customer and Associate donations -
Total 294,000
Japan
Contributions by source SUsE
;Cuur;u‘}' N o o . 20061
Company contributions {cash and in-kind donations) 63,387
Customer and Associate donations -
Total 63,387
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Ethical Sourcing

Just as the global economy has transfarmed the way we think about
and conduct business, it also presents us with the challenge to lead in
Implementing and influencing ethically sound policies and practices -
not just in our own stores, but throughout our supply chain. Taking a
leadership role In the sourcing of the goods and products that end up in
the homes of the 176 million customers that shop our stores and Clubs
every week is not just something we can change, its something we must
change. Ultimately, it is our responsibility to ensure that the products we
sell in our stores are not only safe for our customers, but that they are
produced in an environmentally and soclally responsible manner. Each
year, Wal-Mart's Ethical Standards team produces a repart on aur supply
chain programs and the results of our factory audits. As Lee Scott wrltes
in his introduction to this year’s Ethical Sourcing Report:

66 Wal-Marz has achieved its growth through supply chain
exceltence, delivering the products our customers want
and need. When we buy those products from suppliers,
we touch individuals, families and communities in
remota regions around the globe. As we reflect on this,
we recognize that success goes beyond finandlal results
alone. This report spells out the issues we face and our
sirateqy to maet those challengas. At Wal-Mart, we are
cornritted to behaving in an ethical, socially responsible
raanner; using our resources and energy to create
positive change. 99
Lee Scott

Qur Ethical Standlards team of more than 200 Associates puts this
commitment into action around the globe, and it stands as one of the
most active programs in the retall industry. The team monitors factories,
educates suppliers and our buyers and works with others in our industry
to implement effective ethical soutcing programs.

[t is impartant to note that Wal-Mart does not own, operate of manage any
factaries. Instead, our business relationship is with suppliers who contract
with factorles, Qur Ethical Standards team is dedicated to verifying that
these supplier factories are in compliance with our "Standards for Suppliers”
and local law. These standards cover: compliance with local and national
laws and regulations; compensation; hours of labor; forced/prison labor;
underage labor; discrimination; freedom of association and collective
bargaining; health and safety; environment; and the right of audit by Wal-
Mart. Direct import factories are audited at 100 percent for 2|l retall markets.

Domestic import factories are currently onty included in the audit scope
for Wal-Mart LS, WakMart Canada and ASDA in the United Kingdom.
Wal-Mart US. and Wal-Mart Canada audit factories producing proprietary
brands and five high-risk categories including: accessories, apparel,
footwear, tays and sporting goods. ASDA audits factories producing the
domestic categories of George - a popular clothing line sold at ASDA -
Home and Leisure, and Health and Beauty.
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Our annual ethics report provides a complete analysis of the 16,700 audits
that our team conducted in 2006 in 8,873 factories - and details the
results here

Racent accomplishrments in ethicel souchieg inchuce:

» In 2006, we added environmental criteria covering waste identification,
handling and disposal; wastewater treatment and discharge; air
emissions and banned substances to our Ethical Standards.

- In 2006, we made the change to re-audit factories that received a "Green’
1ating {indicating no viclations or a low-risk violation) every
two years instead of annually. This provides factorles with a greater
incentive to earn a Green rating.

+ In 2006, we increased unannounced audlis 1o 26 percent up from
20 percent in 2005 and 8 percent in 2004. Initially, our target goal was 30
percent (which we set in 2005), but experlence has shown us that 25
percent is the ideal balance for unannounced audits.

» In 2005, we strengthened our Standards for Suppliers by adding new
criteria for health and safety, the right 1o freedom of association and
collective bargaining consistent with local laws, and additional rights for
foreign contraci workers,

Despite our efforts, we stll have far 1o go. For Instance, while we
introduced environmental criteria and audited for them, they did not
factor In to factory ratings. Moreover, the fact that human rights violations
persist across the industry signals that we need to find new and better -
ways to address violations. The circumstances that contribute to these
abuses are complex, and addressing them effectively will reguire that we
collaborate with suppliers, non-govemnmmental organizations (NGOs) and
governments. Though we dan‘t disclose the numbers of factories we
source from —~ in aggregate or In specific countries — we recognize that
despite the complexity of the situation, we need to be ever-committed 1o
ensuring that the thousands of factories and supplers we source from
meet the highest ethical standards.

One of the challenges that we are working te overcome today is “audit
fatigue. Factory monitoring is standard for many retailers and brand
owners, Yet, it’s not uncomman for a factory to be audited upwards of 10
times a month by different companies, leading to a duplication of efforts,
as well as audit fatigue for factory management and workers. The way
companies define their standaids and request factories to implement
them vary, and multiple audits are confusing and frustrating to factory
management. Beginning in 2006, Wal-Mar1, Tesco, Carrefour, Metro and
Migros were the initial drivers in drafting a code of standards called the
*Global Social Compllance Program” The goal is to create a unified set of
international fabor standards aimed at eliminating problems such as child
labor and unpaid wages. The common code of conduct covers Issues, such
as health and safety, {air pay and racial and sexual discrimination, in an
effort to harmonize best practices amongst suppliers.

Understanding the impact of every decision that is made within the

supply chain is also a key element to success. Occasionally, the lead time
we give suppliers for production of merchandise is short, and last minute
changes are sometimes made to product specifications. Factory managers
often cite this as a reason they feel compelled to convince workers to work
hours that are too long. The Ethical Standards team is beginning the
process of educating supply chain decision makers on both sides about
these issues and engaging in dialogue about how to minimize negative
impact on compliznce and social responsibility.

Perhaps the greatest opportunity we have to ensure standards are met is
to reduce the total amount of suppliers and factories from which we
source, which will allow us to gain a greater adherence to our ethical
sourcing standards. This will also allow longer-term relationships, deeper
collaboration and capacity building.

To reach our full potential In ethical sourcing, we must continue to
collaborate with suppilers, NGOs and governments, and we must also

Iook for new opportunities to promote ethical practices. For instance, it is
increasingly clear that ethical sourcing is not only about promoting a
culture of respect for the individual - it is about promoting respect for the
environment as well. In China, especially, we have a tremendous amount
of work ta do to realize our goals for environmentally respansible sourcing.
We are working to achieve this, but still have very far to go.

Whil it is our policy to work with: suppiiers o averzome labor conditions
that de nol meet our standads, we simply will rot engage with suppliers
whia exchibit cevtain violations. Arnong those © e Pt tolerated A
foreed o prisony kabar tansshiprmant, physicel shuse of workers, extrenmedy

unsaf warking condiglors and underacg: labor.

Wal-Marrs Stancuds for Supptiars cover the topice af hoslth angd safety,
ENVIDOmMENE, Sompensalien, working hours 1esced lebor underage labor,
aal fawe and wegulations,

g, rights corceming forsign

discrirnbation, cornplisncs with applicable
freedom of aesaciation and collsctive bargaini

centeact workers and the sight of audit by Wael-kat,




Measuring Progress
Total Audit Results 2006

[ESALA A N5 o £ RO

Green Low-risk violations — Re-audit after two years 5.4%

Yellow Medium-risk viclations — Re-audit after 120 days 51.6%

Orange - Re-audit after 120 days 40,3%

Orange-Age — One or two underage workers found -

re-audit after 30 days and if underage labor is still present,

glive the factory a Red-Failed assessment 0.4%

Disapproved - Four Orange assessments in a two-yesr

time period - barred from producing merchandise for

Wal-Mart for one year 2.19%

Red-Failed — Permanently barred fram produding

merchandise for Wal-Mart 0.2%
Total Audit Results 2005

Green Low-tisk viclations — Re-audit after two years 9.6%

Yellow Medium-risk violations - Re-audit after 120 days 37.0%

Orange — Re-audit after 120 days 52.3%

Crange-Age - One or two underage workers found -

re-audit after 30 days and if underage [abor is still present,

give the factory a Red-Failed assessment 0.8%

Disapproved - Four Orange assessments in a two-year

time period ~ barred from producing merchandise for

Wal-Mart far one year 0.1%

Red-Failad - Permanently barred from producing

merchandise for Wal-Mart 0.2%
Toral Audit Results 2004

Green Low-risk violations — Re-audit after two years 19.1%

Yellow Medium-risk violations — Re-audit after 120 days 38.8%

Orange - Re-audit after 60 days 32.5%

Orange-Age — One or two underage workers found -

re-audit after 30 days and if underage labor is still present,

give the factory a Red-Failed assessment -

Disapproved — Four Orange assessments in a two-year

time period - barred from producing merchandise for

Wal-Mart for one year 8.8%

Red-Failed - Permanently barred from producing

merchandise for Wal-Mart 0.3%

ST G A6
Total numbery of factory audits 12,561 » 13,600 » 16,000
Total number of factories audited 7.600 7,200 8873
Direct Imports 5,300 6,120 6,757
Domestic imports 2,300 1,080 2,116

2004 and 2005 figures include audit results for direct imports and domestlc
import categories in Walk-Mart US.

2006 figures include audit results for direct Imports and domestic import
categorles in Wal-Mart U.S, Wal-Mart Canada and ASDA.



Associates

Associates around the world are the backbone of our
company. Without their constant input, feedback,
invalvement and pushback, our business would simply be
unsustainable. We recognize the value they bring to our
company, and we understand that cur success depends on
them. This knowledge serves as our guide as we work 1o
develop and maintain a work environment and oppartunitias
that encourage them to remain - and grow - with us.

We place a premium on building 2n envitonment where Associates are
treated with respect, where they have the opportunity to <limb as high as
they want ta go within aur company, and where they can become eligible
for benefits that not only meet thelr needs, but alse allow them to share in
our company’s accomplishments. This means promoting a culture in which
individuals from every background and walk of life have the chance to
grow and succeed, and providing the kind of development opportunities
that enable hourly Associates to ascend to positions of leadership within
our company. In sum, it's about allowing each of the 1.9 milllon Wal-Mart
Associates around the globe to achieve his or her full potential in a way
that opens the door to career oppartunities, builds our business and better
serves our customers around the world.

The Personal Sustainability Project

The Persanal Sustainability Project (PSP} is a voluntary project that was
started by Associates for Assoclates in 2006. The program is focused on
helping Associates integrate sustainability Into their own lives by making
small changes to everyday habits.

As of September 2007, Associates told us that they've recycled 675,538
pounds of aluminum, 282,476 pounds of glass, 5,953,357 pounds of paper
akd cardboard, and 3,177,851 pounds of plastic; walked, biked and swum
more than 1,109,421 total miles; cooked 368,779 healthy meals; and lost a
total combined weight of 184,315 pounds through PSP, in addition, 19,924
Associates tell us they've quit or reduced smoking. Interestingly, Associates

“staeckan b

say they have shared the PSP program with 375,824 of their friends, family
and community members outside of Wal-Mar.

Beyond supporting Associates in their efforts (o integrate sustainability
into their own lives, the program encourages them to work in teams to
undertake projects in their communities. For instance, one store developed
a used-tire recycling program; another helped their locat community to
clean up a wildlife area.

How Does it Work?

At each of our stores and Clubs in the United States, as well as the Home
Office, “PSP Captains” hold meetings to educate Associates on the PSP
project. The Associates who choose to participate then select a personal
sustainability goal 10 improve their own health and wellness, or Lhe health
of the planet. Some Associates are even using PSP to make larger life
charges, such &s quitting smoking. Togethar, Associates motivate and
support one another to pursue their PSP,

Once Assaciates choose their PSP, they make a voluntary commitment
monitor their progress during a core time period of four (o seven weeks.
In-store training and tips throughout the project help reinforce the
Associate’s commitment. Many have been so pleased with their progress
that they have helped educate their families, friends and even customers
on personal sustainability and the impact it can have on ane’s dally fife.
Not only does the PSP program highlight how our Associates are
embracing sustainability, but it's a testament 1o the fact that our Associates
are among our best idea generators.

By September 2007, over 40,000 Associate Caplains - about 10 per store -
will be trained advocates for sustainability in their stores and communities,
including two market-level Captains and ane member of management

in each WalkMart and Sam's Club. Over time, we hope to expand the
program internationally.

Becausa PSP doesnt require a huge time commitment or monetary
investment, nor do they entail a major life overhaul, we think this is a great
way for Associates to improve their health and wellness, as well as the



Associates
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health of the planet. However, because it is voluntary, It depends on
Associates to make the program succeed. And it is up to them to decide
whether or not their PSP will remain a long-term commitment. Based on
feedback we've recelved so far, Associates have found the program to be
beneficial. We will continue to monitor its progress, and will continue to
work with our Associates to determine how best to support them.

Pssst. What's Your PSP?

Curreny PSP goak inclugde eativg healiblar, biking to work insteed of driving
uanges like
Aaing the newspaper yoir

o using erviormentally fiendly producrs, as well as smaller

teing the wate: off wher boushing wour 1eeth, ey

or nnking & glass .

would noermally thow et in plece of 3 soda.

How are Wak-Mart Associates Making Sustainability Part of Their Lives?
Kimi Michobon

Baining 1o pros

2 remberchin sales represontataae for Sam's Club, recehad
£nn
documentary, Anince

A

vy from forme Vice Prasident Al Gore's

serdent Truth, S is now speaking to other Associotes,

community mernhes, hisnds and family shout globabwaiming. in adelition,
Kim s shisiing Bier PSP with her farnily and colleagues by edudcating thom on
the walue of aating well and execising. s aboil ever vday cholces” sid
Nichalsan, “Together, If we s do what iz right - change light bulbs w
compact fluorescent fight bulbs winteize voor house - we can make & moie

2

sustainable world”

b ur Plaintield, ird, Supercentar, Assoclate Sheryl Smith ciganiced & paper
wowiing campaion ircher marl ey, Funds collected from an outskle vendo
a3l Chilcren's Misacle Netwiork hospital, Aftar ber suctess
at work, Shervt took ber practive closer 1o bome By arganiding a recyaling

prigram for bor entle apatment complex

afer donated 16 the |

Health care

Health care is one of the largest and most complicated issues facing our
nation today. As our CEQ Lee Scott has said, “The soaring cost of health
care in Amnerica cannot be sustained over the long term by any business
that offers health benefits t its employees. And every day we don't work
together to solve this challenge is a day that our country becomes less
competitive in the global economy™

As an employer, a retailer and an influencer, we are challenged to work
collaboratively to bring affordable haalth solutions to our Associates,
customers and communities,

Offering Health Benefits that Meet the Needs of Assodates

With a work force of more than 1.3 million in the United States, the health
care needs of Associates are as diverse as they are, For some, we are their
primary employer, while others may hold a full-time position elsewhere

" and work part-time for us. Some Associates are retirees and students, and
some are not the primary breadwinners in their househalds. Therefore, we
are warking hard to provide access to a number of options that meet
Assaciates financial, health and lifestyle needs.

More than 90 percent of Associates have medical coverage, yet not all rely
on Wal-Mast to provide it. In additlon to Wal-Mart, they obtain It from other
employers, spouses’or parents’employers, the Veteran's Administration or
another military plan, Medicare, Medicaid or other state programs. For the
more than 1 million Assoclates and family members who do rely on Wal-
Mart, we provide health care coverage that is affordable and accessible,
and provides peace of mind.

Our caverage is available 1o every eligible Wal-Mart Associate and thelr
children. This includes all Associates — full-time and part-time. [t also
inctudes their children, who can get coverage starting at less than 50 cents
per day, no matter how many children an Associate may have,

Beginning with the autumn 2007 open enrollment period, Associates will
have mare than 50 ways to customize their health coverage options,
meaning they can select various deductibles, health care coverage options,
health credits and premiums, depending on their health needs.

Every Associate who works In the continental United States can become
eligible far individual health coverage that costs as little as $5 per monthin
some areas and no more than $8 per month nationwlide. For Assoclates
who enroll in the Value Plan, we introduced an annual pre-deductible
health care credit for each covered family member who will be able to
choose a $100, $250 or $500 credit that can be used to pay for covered
medical expenses before costs are applied to the annual deductible.

With the credit, the first $100, $250 or $500 in eligible medical expenses for
each person covered by the plan are paid by the plan and not by the
covered Assaciate or family member.

In additlon to low premiums and pre-deductible health credits, we want to
make sure that Assoclates and thelr family members have access to the
medicines they need. Starting In January 2008, those who participate in
our plans will be able to get more than 2,400 generlc prescriptions for 54,
up from less than 20 generic medicines for $3 in 2007,

In the event of a catastrophic or terminal illness, we don't want Associales
and their families to have 10 worry about their health care needs not being
met. To ensure that peace of mind, our health coverage includes no
lifetime maximums on most health care expenses after one year of
continuous coverage.

We are proud of the progress we've made in the health benefits arena. Not
only are %0.4 percent of Associates reporting that they have some form of
coverage, but of those Associates selecting Wak-Mart's coverage for the first
time, 53.2 percent sald they previously had no coverage, 275 percent said
they had not previously been able to afford coverage and 7 8 percent said
they were previously on Medicaid.

All the good news abaut our progress does not mean that we think we've
reached our full potential. The fact remains that 9.6 percent of Associates
say they do not have any coverage at all That's too many. So perhaps one
of our greatest challenges is to better understand why this 9.6 percent
decline coverage and what we can do to encourage them (o choose it

' Lee Scott, speech at the National Governors Association Winter Meeting, Feb. 23, 2006.
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During our 2008 open enrollment period, we are launching a survey that
will examine this group of uninsured Assaciates more closely. Another
challerge is that we are not Immune to the realities of a health care system
that make it difficult for employers to offer affordable premiums without
higher deductibles. We continue to work on these Issues and look for ‘
salutions that will make our health benefits more affordable for Associates.

How Our Health Care Benefits Compare to Other Retailers and Grocers
The hanges we've made to ol beallh care benefitg aad up o health

coverags that, is competitive with other retailens. In Gact, a recent Howitt
Berefit e sheow
rap-unionlzed retaifees and grocars, WakMant messured 102 on bealth

benedits, which was zbove the average rtail scare of 100,

- thal amenigst 9 comipetiton set of 2¢ anionizesd andd

Taking the Preventative Approach

We knowy that health berefits don't jist end with medical coverage.
Beyond redical plans, we work to ind inncrative ways o suppaoit
Associztes in adopling healthy babits and lifestyles. Iy adddition o oftering
3 10 parcent discount on fresh fruit and vogotables, we piovide them
with s numben of weliness discounrs and make availabls
within aur stares for both Assaclatos and our comrmur
cholesterot, diabetes, teart bealth, headng end vision scieenings; discams
on ness options znd peronzlzed dist plong and free hearing exams and

discounts ois heaing aids,

s, inchucting:

Our etlornts iy Assockste health and wellngss bave bean recognized by the
Mational Businese Group an Healtly, 2 national pon-poflt organization of
266 laige employers. Jist recently, the group presenred us, 2long with 40
other einployers, with its "Bast Empleyers for Healthy Lifestyles 2007 award,

Bringing Solutions to Our Customers

We've also tried to take our understanding of supply chain technologies
and efficlencies and apply it in 2 way that brings solutions to the consumer
marketplace. In 2006, we introduced $4 generic prescription medications.
In September 2007, we announced that we added 24 new generic
prescriptions, and three $9 prescriptions. Today, at any Wal-Mart, Sam's
Club or Neighborhaod Market Pharmacy in the United States, customers
can obtain 2 30-day supply of 361 commonly prescribed medicines at
affordable prices. Through the program, we estimate we've saved our
customers more than $610 million in health care costs - essentially
femaving an estimated $610 milllen in unnecessary spending from the
health care system. In addition, nearly 30 percent of the $4 prescriptions
that are filled in our pharmacies are done so without insurance.

Because of its success in the United States, we've started launching the
affordable generic prescription program in other markets as well, including
Puerto Rico, Mexico and Brazit.

To help customers obtain convenient and affordable basic care services,
we've alsa introduced retail clinics by leasing space in our stores across the
country to more than 75 independent health clinics. Staffed by medical
professionals, the in-stare clinics provide preventative care and basic
health care treatment to walk-in visitors for as little as $40. The clinics have

emerged as a valuable resource to Americans without health insurance.

In fact, nearly 50 percent of all ¢linic patients stated they were uninsured.
They also elleviate pressure on the overall health care system,
Approximately 15 to 20 percent of clinic customers surveyed sald they
would have used an emergency room had the ¢linic in Wal-Mart not been
available, while another 10 to 15 percent would have gone without
treatment entirely, potentially leading o more serious complications.

Over the next two to three years, we Intend to partner with local hospitals
to open as many as 400 additlonal ¢linics in our stores. And we believe that
over the next five to seven years there is room for 2,000 clinics in Wal-Mart
stores, if current consumer and market forces continue.

Better Health Care Together Coblitior: Piinciples:
* We believe every person In America must have quality, affordable
health insurance coverage.

« We believe Individuals have a respensibility to maintain and protect
their health.

+ We believe that America must dramatically improve the value it
receives for every health care dollar,

* We believe that businesses, governments and individuals all should
contribute to managing and financing a new American health
care system. '

Partrering (o Drive Changs

We are committed to providing our Associates with access to quallty,
affordable coverage, However, as many agree, our current employer-based
health care system is unsustainable,

Our health care system is rlcddled with waste and inefficiencies, as 1t has yet
to fully integrate the cost-saving benefits of technology. As a result, the
cost of care is higher than It should be and the quality Is compromised.

One of the first initiatives we've undertaken to address these problems is
“Dossia’ 3 first-of-its-kind collaboration between WakMart and Applied
Materials, BP America, Cardinal Health, Intel and Pitney Bowes o harness
the power of technology to Improve the quality of health care. Using our
combined knowledge and expertise In information technology, we are
working together to build a framework for Associates to keep their medical
Information in secure and portable electronic medical records. Electronic
health recards can help reduce administrative costs in the health care
system and eliminate the medical errors that cause thousands of
unnecessary deaths every year.

The problem of our nation’s 43.6 million uninsured goes far beyond the
aisles and stock rooms at Wal-Mart, Across the country, too mary
Americans live without health coverage and health care costs are growing
at an unsustainable pace. At the current rate, by 2010 they will be double
what they were in 2000, or roughly one-fifth of the nation's GDP. That puts
a uemendous burden on our government and our economy.



To address this challenge, in February 2007, we joined with AT&T, the
Howard H. Baker, Jr. Center for Public Policy, the Center for American
Progress, the Committee for Economic Development, the Communications
Warkers of America, Intel, Kelly Services and the Service Employees
International Union (SEIU) to launch the Better Health Care Together
coalition. As a founding member of Better Health Care Together, we are
calling for reform to health care so that all Americans can have access to
affordable coverage by 2012,

Our invotvement in the coalition aligns with our belief that we have to
work together - business, labor and government - to solve our nation’s
health care crisis. It 2lso reflects our conviction that we ¢an empower
people to take more responsibility and more control over their own health
care. By embracing the campaign's principles, we are working to ensure
that: all Americans will have high quality, affordable and accessible health
care by 2012; the growth of health care costs in this country are slowed;
and the uninsured have access 1o affordable health coverage.

The current hezlth system Is a challenge that affects our Associates, our
business and the millions of men and women who shop In our stores
every week, As an employer, a retaller and a public policy influencer, we
feel a responsibility — and a need - to be an active convener and advocate
for real and meaningful salutions.

Measuring Progress

Where Do US. Walk-Mart Associates Get Their Health Care Coverage?

Mumber of Assagiatas

S

;Souree af bealth Y% of ¢fl Assotiates |

{vane coverage ¢

Wal-Mart coverage*® . 47.4% 636,391

Coverage through spouse*** 22.2% 298637
Coverage through an

individual policy 25% 34,194
Coverage through other/

previous employer 34% 45,341
Medicare coverage 45% 59,876
Coverage through VA or military 2.3% 30485
Medicaid coverage 1.9% 25681
State coverage other than Medicaid 1.2% 15712
Coverage through parents/

school/college 4.2% . 56,529
Medical coverage other than

listed above 0.8% 10,754
No coverage 9.6% 129,252
Total 100% 1,342,852

76.3% (1,024,894 Associates) were eligible for Wal-Mart coverage as
of 1/1/2007

*Percentage of Associates with Wal-Mart coverage as of 1/1/2007

Other percentages were derived from a survey conducted during
Wal-Mart's fall 2006 open enrollment periad {September 16 - October 27,
2006). 375,531 Assoclates who declined Wal-Mart coverage or selected for
the first time were eligible to particlpate in the survey. Percentages from
their answers were then projected onta the total Associate base.

Al US, Assaciates

, _ 7 Solal .»“—.ssc«:i.—':u?izj
Associates with health care coverage 90.4%

Associates without health care coverage 9.6%

About the Hewitt Benefit Index®

Hewitt's Benefit Index methodelogy has been used by more than 500
companies over the past 40 years to benchmark the competitive value of
the complex array of benefit plans and provisions of various industry and
labor market competitors. it calculates the relative employer-provided
value of Wal-Mart's benefits compared to 20 large retailers and grocers
based on a common representative employee population.

Key findings

By including part-time Associates and their children, our broad eliglbility
ranks among the highest. ‘

while the Hewitt Index average score is 100, Wal-Mart scored:
104.8 — All Benefits

1020 - Active Health Care {medical, dental, vision, hearing)
2174 - Retirement Savings



< ombsriszzr. of _ Watadarts Network Comparlmlr‘ Compunigs!
Heaith Pizn Foatures Sover S350 Average angd Range
Deductible (In-Network) 5350 $280 (50 to $1,000}
Coinsurance {In-Network) 80% 85% (80% 1o 100%)
Out-of-Pocket (In-Network,
including deductible) $2,100 52,100 (5850 1o 54,000)
Doctor Office Visit $20 co-pay, $10 1o $40
once deductible is met (15 companies)
Lifetime Maximurm Unlimited $500K to unfimited
Employee Contribution
{Monthty) $64 to $79 $86 (50 to 5263)

Wages and Benefits

We recagnize that for some, a job in retail is an important first step in
building a long-term career. For others, it may be a second job that provides
some extra money to pay the bills or offers the beneflis they need to get
the medications to treat a chronic iliness or ensure a solid retirement.

In a high turnover industry such as retail, being an employar who can meet
such diverse needs is a struggle. It takes time and effort to understand
those differing levels of need. It also takes a long-term commitment to
finding the right combination of wage and benefit solutions that are not
anly right for our 1.9 million Assaciates, but also right for the long-term
viability of our business. So, as we work to reward Assoclates for the role
they play in driving our success, we are challenged to ensure that our wage
and benefits packages are both competitive and economically sound.

Providing a competitive compensation package Is not anly a means to
reward Associates; it is a powerful tool for recruiting and retaining the work
force we need 10 serve our customers and to remaln competitive in the
global economy.

In the United States, our compensation package is competitive with others
in the industry, totaling over $5.2 billion last year. In addition to what the
market requires, we base wages on experience, skills, problem-solving and
job accountability. The average hourly, full-time wage for Associates in our
LS. stores is $10.76.

These wages, while competitive with industry, are in many cases entry
level jobs. We realize that many stakehalders expect us to pay more, while
others are concerned about our ability to remain competitive in serving
our customers. We see ways to address both concerns, An example of this
was our recent advocacy for an Increase in the federal minimum wage.

Every Associate is eligible to receive performance bonuses based on the
performance of their store. In fact, earlier this year, 813,759 Wal-Mart and
Sam’s Club hourly Associates in the United States were awarded more than
$529.8 million In bonuses. A full-ime, hourly Associate can receive
bonuses of up to $1,800 at Wal-Mart Stores and §2,200 at Sam's Club per
year. We also offer a long-term service award, which rewards hourly

Associates and assistant managers who have been with the company for
20 years or more with an extra week of pay.

Our view of compensation is a holistic one that takes into account much
more than the wages and bonuses we pay. it encompasses health benefits,
retirement savings, profit sharing and stock purchase programs that allow
our Associates to plan for the future.

Consistent with our belief in sharing our profits, we may contribute up to
two percent of an Associate’s salary to the profit-sharing plan and 401{k)
plan. Associates are not required to contribute any of their own money to
the plans In order to get the company contribution.

Details of the various benefits inglude:

« Haalth Benefits: All Assaciates - whether full-time or part-time — can
become eligible for health benefits with Wal-Mart, and all children of
Assoclates become eligible for coverage as soon as their parents do. We
offer a wide variety of health plan options to meet their differing needs.
Every Associate who works in the continental United States can become
eligible for Individual health coverage that casts as little as $5 per month
in some areas and no more than $8 par month naticnwide. Moreover,
beginning in January 2008, those who participate in our plans will be
able to get more than 2,400 generic prescriptions for $4. Read more
about Health Care benefits,

= 401k Plan: Wak-Mart may contilbute up to two percent of eligible
Associates annual wages to a 401 (k) plan, after a 12-manth waiting
period. Contributions may be made even if Associates choose not to add
money of their own.

» [1atit Shatlng Mer: Every eligible Assoclate who has worked for the
company for 12 months may receive a company contribution of up to
two percent of their wages to a profit sharing account. Contributions are
made even if Associates choose not to add maney of their own.

» Stack Purchase Plan: We contribute to Associates’ stock purchase by
matching 15 cents for every dollar of stock purchased through payroll
deductions, up to the first $1,800 In purchases each plan year.

Engaging Assoclates in Company Changes .
v Lha vears, weve weorkesd Bard 1o Deller sewa and satisly o
Aseociates. As we aim e do hetan, are areas whers we 2l bave alotof
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ruist keap this ritical iarning inomind. Forthight comniunivation aboaut
schevluling and compensation i perbaps one of the mest challenging, yet
valuible, henefits we con provida,

How Do Our Benefits Compare?

In & comparison of 20 large rerailers and grocers, the Hewitt Benefit index®
fourd that Wal-Mart's benafits are competitive. While the Hewitt Banefit
Irton® averaGge scorme 15 100, Wak-Mart ccored 1048 on all ermpleyer-pald
henefits, 102 en emploverpald active health core fmevical, dentsl, vidion
andd hearing), end 2174 on retirenient savings. The new clogast eanplover
te Wal-Mart in e reticement savings benafits category sconed 1533,

Diversity

Our dedication to diversity and inclusion extends from our board of
directors, to our Associates; from our suppliers, to our customers; and to
every aspect of our business. We have long maintatned diversity initiatives,
including employment practices and supplier programs, to hetp build and
retain a diverse work force and supplier base along with varied community
outreach programs, We know that attracting diverse customers, Assaclates
and suppliers is imperative to our business success and growth. Because of
this commitment 1o diversity, we can better serve our customers and
provide a dynamic work environment for Associates.

Committed to becoming a more transparent corporation in all aspects of
our business, we released our first EEO-1 report to the public in April 2006,
The release of our data is an extension of our commitment to being the
best company we can be, and illustrates the priority we place on diversity.
In the mast recent repart, we conveyed that our company employed
more than 826,000 females, 237,000 African Americans, 154,000 Hispanics
and Latinos, 41,000 Asiarn Americans and 256,000 seniors who are 55

and older, Of our 15-member board of ditectors, three are women, two
ate Hispanic and two are African-American. Read more about the latest
EEO-1 repart,

In 2006, we gstablished the Emplayment Practices Advisory Panel to work
with senior leadership to develop and implement progressive
enhancements to equal employment opportunity and diversity initiatives.
This proactive approach demonstrates our continued commitment to
foster a diverse and inclusive environment, and to continue bullding on
our employment practices. The advisory panel includes a diverse group of
well-established career professionals.

- Dennls Archer is chairman and CEQ of The Diversity Network and
¢chairman of the law firm Dickinson Wright PLLC In Detroit. Previously,
Archer was the mayor of Detroit, a Michigan Supreme Court Justice and
the first African-American presicent of the American Bar Assaciation.

- Vilma Martinezis a partner at the Los Angeles law firm of Munger, Tolles
& Olson LLP, has extensive history as a Latina civil rights activist and was
president and general counsel for the Mexican American Legal Defense
and Education Fund for nine years. Martinez specializes in employment
discrimination and commercial matters at the federal and state levels,
Martinez has been appainted by Lee Scott 1o serve as the Chair of the panel.

« Lt. Gen. Claudia Kennedy joined the Army in 1968 with a bachelor's
degree in Philosophy from Rhodes College. During her career, she
commanded a company, an intelligence hattalion, a recruiting battalion
and an intelligence brigade. As a general offlcer, she served
as the senior intelfigence officer for the US, Forces Command and
Deputy Commanding General for the Army Intelligence Center and
School. She completed her career serving as Deputy Chief of Staff Army
intelligence from 1997 to 2000, overseeing policies and operations for
45,000 people worldwide.

Deslgned to promote the professional development and retention of all
assaciates, our Diversity Goals program Is designed to promote the
professional development and retention of all Associates, enhance external
business relationships and increase active engagement in the communities
in which we operate. The program evaluates the achlevement of diversity
goals while helping to guide our efforts to attract, hire and retaln qualified
Assoclates. The Diversity Goals program consists of:

+ Macemant Divarsity Goils, which are tied to placing women, African-
Americans, Hispanics, Asizns and Native Americans and Pacific Islanders
in parity with the qualified, interested and available applicant pool for
field management positions. These goals are consistent with 2pplicant
pools in the expanded EEO-1 codes,

« Goodl Faith Effarts Diviersity Gaals, which are tied o managers participating
in approved diversity events, as well as mentoring at least three Associates,
including persans of diverse race, gender or background.

In 2006, many executives served as board members for a diverse group of
community organizations, or participated as speakers for conferences,
panel discussions and workshops. In fact, all managers, senior managers
and officers with diversity goals were held accountabile for their diversity
efforts through annual performance evaluations and financial incentives.
Specifically, all officars have a portion of their bonus awards tied to
successful achlevement of their diversity goals. In 2006, all but one officer
met their goals.

Menzor Me Program

Wal-Mart Stares, Inc’s mentosdng mogram enneuages the exchange and
transfes of diverse knowiedae, siperience, and prrspectives among
Associates to enhiange thelr persenzd and protessions! devalapment, The
enbanced Mentor Me Mogran empowens Assocktes o tahe mn autive iole
in eir development by pioviding rsousces, ok, and sugaesthns o
diiva alfective menorships,

Wal-Mat Stoss, e, detires mentoing as e developmental progess that
enhane, coiate eongeGoment snd perlamiance. Tnoogh the
menleaing elationship, he menton shiess knowledaga, information
exporience, zhd perepective 10 asgel the mentoe’s efionts to reach highd

e farmanee kel

As part of the formad 2arsity goals paogiam, avern 50,000 meribers of
gnanageincnt and Ofilcers have formal Mmentering weaquiiments. Howow,
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requirements or nut, In 2006, over 212,000 Associates acrass the Company
engaged in various mentoring refationshipe.

Diversity Awards

Contnually recoqgrized as & top emplover by wellbagarded divesiry
publications and arganizations, the company =il conringes 1o strive for
excedlense iy all of our business practices. Qun aleat 1o 1oster an
srrvirominent where divoreity is undersiood, valued, and incompaorated at
the core of our Business, has camid Us nemerous awads snd asookadns,

This yaar, Diversity ing, pamed Wal-Rart ore of the * fop 50 Carnparias for
Diversivy, ancd Werking Mother magasne identified us 2s 3 2007 Hent
Compary for Multicultual Wornen! In 20068, Block Erierprise magazine

Benorad uz s one of the 0 Best Comparies fon Diversity” aised Hispanic
Maogozine has callesl us one of the *Corporate 100 Best Places 1o Wik for
Lathes o the last three years ranning. In addition, the Ainerican Ba
Assaciation recognized us with 1t 2007 "Spliit of Excellerce Corporate
Avvared” o panimoting divelsity in the legal prolession, andd fur the Tast
several years in Mexico we have received an sward on Gender Equity from
the: National Women Institute, The swaid recox
pragiems that suppart fernale recwitrment and career developraent at
Wal-Mart de Mexico,
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Nurturing Diversity

Nurturing Diversity at Every Level af Our Company

We are continuing our outreach with minarity scholarships which includes
our Emerging Scholars nitiative with the University of ltlinois-Chicago.
Each year, we sponsor 20 to 25 scholarships for first-generation minority
students to attend the university. In addition, scholarship recipients are
partnered with a Wal-Mart or Sam's Club mentor to assist them as they
prepare to enter the work force.

We also grew our partnerships through participation in the professional
associations such as the Hispanic Alliance for Career Enhancement, the
Hispanic Association of Colteges and Universities, the Society for Women in
Engineering, the National Society for Black Engineers and the National
Association of Black Accountants, among others.

Further, we continue to increase our ouireach to historically black colleges
and universities (HBCUs), Hispanic-serving institutions (HS1s) and wormen's
colleges. In 2006, nearly 38 percent of the colleges and universities we
recruited from were HBCUs, HSls and women's colleges. This level of
engagement allows our leadership team to share their unique stories and
personal experiences durlng thelr tenure with Wal-Mart Stores, Inc.
Providing this type of exposure creates a greater recruiting impact and
leverages our commitment on campuses across the United Statas. In
addition, members of our leadership team serve on a number of boards of
diverse colleges and universites.

While the tactics may have changed with a greater emphasis on proactive
rather than reactive recruiting, the goal remains the same - to hir2
qualified, talented individuals.

R B T

We work to create and nurture relationships with community-based women
and minority erganizations to benefit the communities we serve, while
improving our business environment. it is critical to our business that we
have the strategic alliances to assist in the execution of our business plans.
We malntaln Important refationships with such diverse groups as the
National Urban League, the NAACP the National Council of La Raza, Hispanic
Scholarship Fund, and Asian Wormen In Business, Wormen in Public Policy, the
National Association of Women Business Gwners and many others,

However, promoting diversity goes beyond recruiting and maintaining a
diverse work force, As our work force becomes mare diverse, we have a
responsibility to build an atmosphere of inclusion by helping managers be
aware of, respect and value differences. We will continue to be challenged
with ensuring diversity Is integrated at the care of its operations and Is
seen as a buslness imperative.

Our diversity efforts are not contained to the United States. In fact, in
recent years we've begun to expand our efforts to international markets.
The *Sencras de Atendimiento” program in Brazit is just one of many we
have initiated to promote diversity in our international stores, This initiative
brings senior citizens into the work force by creating teams of senior
women 1o fill a number of important customer service roles in our stores.
In Mexico, we are certified in the Gender Equity Model, and in Mexico -

as In China and Brazil — nearly half of all Associates are women. As we
contlnue to enter new markets, it will be critical that we build diversity
strategies that are unique to individual countries.

Managing Diversity and Inclusion Training

in 2006, we continued to partner with Novations Group, Inc., one of the
Ieadihg outside experts in diversity training, to provide diversity and
inctusion training programs designed to teach Associates to work with,
appreclate and understand people from all cultures and backgrounds.,

To ensure we cantinue to foster 2n environment of incluslon and increase
Associate engagement, we will have to continuously explore diversity
trainving methods that will assist managers in transfarming diversity
knowledge into specific leadership behaviors and practices.

The Diversity Development Series provides Associates with a forum to
discuss current diversity trends and challenges significantly impacting
Wal-Mart Stores, Inc’s marketplace and work force, The Women in Leadership
{WiL) anc Minorities In Leadership (MIL) Programs have been expanded as a
corporate program to provide leadership development while exploring the
impact of gender and race an management{ competencies, such as
communication, delegation and team building. As the audience expanded
and diversified and the discussions matured, the program began to
transcend normative leadership topics and primary definitions of diversity.
While staying true to the nature of the WIL and MIL seminar series, the new
Diversity Development Series allows the Company to further explore all
dimensions of Associates’ diverse backgrounds that impact Wal-Mart Stores,
Inc's business practices and marketplaces. These seminars enable our
managers 1o transform diversity knowledge into specific leadership
behaviors and practices that develop, motivate and utilize the talents and
skills of a diverse work force to achieve superior business results.
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As the marketplace continues to become increasingly diverse, it will be our
challenge and responsibllity to provide Associates with development and
trzining courses that will assist in their understanding of current and future
work force and marketplace trends. This will ensure managers are
equipped with the necessary tools and resources to effectively lead
diverse, high-performing work teams.

Assaciate Resauice Groups

AUWal-Mart, wa believe Lthiat & sense of comnmumity enbances o gbility 1o
BT, 1810 f devalop diverse and ispresentative talent We sesognize
thiet Assorin dinerdal in belping us develop
thar sensa of community. Fslablished in 2005, we detine Associate

soaaps a¢ qrongs of Assodiates with commion terssts or
bagkgraunds who wish to contribues to each othar’s potessiona
development, foster a sanse of community, and enbance thelr individuzl
ard collacrive ghilitizs 1o contribute to Wal-Mart’s business imission.
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Resource

Focused an four key arens assodiate recruitinent aned retention; diversity
best prectices Insight; busingss suppcn§ and assaciate development,
providest balow sz Wal-Ma Us current Assogiute Rescurce (iaups;

v Azizn Pacific lslanden Associate Resource Group

« Hispanic Lating Assogiale Resourcs Group

« LEAD {Leading and Empowetlng Assodares with Disabilities)

« Assoiiate Besource Group

» Prisde (Promoting, Respect, Indusion, DGlversity & Lguity)

Ascaciata Resoure Group

« Tribal Voicss Natle American & American Indiand
» Astowiate Rosownce Group
o LINITY iAfrican American) Acsociate Resource (roop

« Womeny's Resouee Coundl

Our Suppliers

Building Supplier Diversity

We are 100 percent commiittad to giving our customers unbeatable value,
reliable quality and friendly service. Working dosely with our suppliers to
drive out unnecessary costs allows us to pass the savings on to our shoppers.

We encourage supplier diversity from our business partners in hopes of
enhancing and integrating our supplier diversity programs into al! of our
procurement practices. Since 1994, Wal-Mart has had a formal supplier
diversity program designed to expand its base of minority- and women-
owned suppliers and does business with more than 3,400 Minority- and
Women-owned Business Enterprises (MWBE).

We realize it takes a lot of time and effort to become a Wal-Mart or Sam's
Club supplier; therefore, we may not be the proper fit for every business.
We are identifying ways that meet the needs of MWBEs who are looking to
do business with Wal-Mart and Sam’s Club.

One way Is the Local Purchase program. This program gives small
businesses, who do not have the capacity to distribute products on a
national level, the opportunity to sell their products at local or regional
stores/clubs in their area.

To inltiate the partnershlp process, business owners contact the store
manager or food merchandiser at any Wal-Mart or Sam's Club about the
Local Purchases program. Before merchandlse can be presented for resale,
it must fiest be approved at the store level and then authorized by a buyer
at the Wal-Mart Home Office.

Strengthening Diverss Supplien Periranship

We are working with our largest suppliers to structure a proactive
outsourcing initiative that will identify new and grow existing minority-
and women-owned businesses. In 2005, Wal-Mart began collecting data
for its Second Tier program.

The program uses a reporting system to monitor how much the
Company's prime suppliers spend with minerity - and women - owned
businesses, as a result of thelr relationship with Wal-Mart. In 2006, the
Second Tier program spending total was maore than $925 million.

The Road Ahexd

Lee Scott said it best —"to become a leader in diversity, we will increase the
amount of business we do with minarity companies, using our size and
leverage to create companies of significant size and stature”

As our customer base becomes more diverse, so does our need far diverse
business partnerships. To achleve our supplied diversity goal we have an
affiliation with the NMSDC (National Minority Supplier Development Coundil,
Inc}, a widely recognized minority supplier accreditation organization. We
also have a strategic partnership with the Women's Business Enterprise
National Council, Inc, the most widely used women’s business accreditation
organization.

The supplier diversity prograrn has grown from $2 million in 1994 to more
than $4.2 billion spent during calendar year 2006, We will cortinue to
explore oppartunities to increase our spending with MWBES and we lock
forward 1o building strong, sustainable partnerships with these suppliers.
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Measuring Progress Professionats
2006 Wal-Mart 42.80%
US Diversity Overview 2006 2005 Wal-Mart 45.25%
Gender 2005 NAICS 45 Composite 5247%
Al US. Associates 2005 EEQ-1 Composite 4741%
’L H “u;f::. o i‘Jumﬁ;&? ot A‘,;:-r_rc{j"fés;.t RN : ?E&E Technicians
Male 531,159 3o03% 2008 WalMart 1550%
Fernale 826,402 sosw 2005 WalMant 1652%
Total 1357561 100% 2005 NAICS 45 Composite 37.23%
2005 EEO-1 Composite 51.98%
Ethnicity - Sales Workers
All US. Associates 006 Wal-Mart 25.48%
L Ta o pumber el"ﬁs;p;:i;;t’;ésu Lo %J 2005 Wal-Mat - 2541%
White 907,540 66.85% 2005 NAICS 45 Composite 27.26%
Minority 450,021 33.15% 2005 EEC-1 Composite 43.94%
Total 1,357,561 100% Office and Clerical
2006 Wal-Mart 1651%
Minarity U.S. Associates 2005 Wal-Mart 17.60%
.__ ‘ lenﬁbe: uf!-‘.s)r:-r.iates‘; . ) G 2005 NAICS 45 Composite 19.36%
Aftican American 237,592 5280% 2005 EEO-1 Composite 20.98%
Hispanic 154,834 34.419% Craft Workars
Asian 41,900 9.31% 2006 Wal-Mart 92609
American Indian 15,695 349% 2005 Wal-Mart ' 87.12%
Tatal 450,021 1600% 2005 NAICS 45 Composite 58.37%
Gi 2005 EEO-1 Composite 8864
ender Operatives
Male No. of Associates 2006 Wal-Mart 5803%
s a0y, v w0 Schiangs] 2005 Wal-Mart 58.29%
Officials 2and Managers . 37,630 42,266 12.32% 2005 NAICS 45 Compasite 64.12%
Professionals 4,930 4,675 {5.179%) 2005 EEQ-1 Composite 74.219%
Technicians 4,240 4,145 (2.249%) Laborers
Sales 185,066 183,490 (0.85%) 2006 Wal-Mart 62.20%
Office and Clerical 10,313 9,831 (4.67%) 2005 Wal-Mart : 66.36%
Craft Warkers {skitled) 2583 23,772 820.33% 2005 NAICS 45 Composite 63.32%
Operatives {semi-skilled) 23328 27,932 19.74% 2005 EEO-1 Composite 66.46%
Laborers 204,51 179,098 (1243%)  Service Warkers
Service Workers 59,253 55,550 (5.57%) 2006 Wal-Mart 51.59%
Total 531,854 531,159 (0.3%) 2005 WalMart 5346%
2005 NAICS 45 Composite 47.65%
EED-1 Comparison 2005 EEO-1 Composite 41.85%
i N Bans Co 0 of Al Adsdiates if jobd Catagity]
Officials and Managers
2006 Wal-Mart 60.31%
2005 Wal-Mart 61.18%
2005 NAICS 45 Composite 5333%

2005 EEO-1 Composite 64.64%
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Measuring Progress Craft Workers {skilled)
der 2006 Wal-Mart 740%
?:n:ale No. of Associates 2005 WalMart 1288%
ey 2005 NAICS 45 Composite 41.63%
Lo et BT e St compnste 11.36%
Officials and Managers 23,873 27813 16.50% - —
Operatives {semi-skilled)
Professionals 5,965 6,249 4.76% 3006 Wal-Mart 41.97%
Technicians 21432 22,598 544% 5005 wal-Mart 4171%
Sales 43171 536,59 (121%)  "3005 NAICS 45 Composite 35.88%
Office and Clerical 48,276 49,712 297% 2005 FEO-1 Camposite 25 79%
Craft Warkers (skilled) 382 1,900 397.38% | aborers
Operatives (semi-skilled) 16,696 20,202 21.00% 2006 Wal-Mart 37.80%
Laborers 103,670 108,823 497% 2005 Wal-Mart 33.64%
Service Workers 5159 52,509 1.78% 2005 NAICS 45 Composite 36.68%
Total 815,056 826402 1.39% 2005 EFQ-1 Composite 33.54%
Service Workers
EEO-1 Cnrrxwpar'fsf)n . 2006 Wal-Mart 4841%
T T Ty otal Avosktes el 8090] 2005 Wal Wt 46.54%
Officials and Managers 2005 NAICS 45 Composite 52.35%
2006 Wal-Mart 3969% 3005 EEO-1 Composite 58.15%
2005 Wal-Mart 38.82%
2005 NAICS 45 Composite 46,67%
2005 EEQ-1 Composite 35.36%
Professionals
2006 Wal-Mart 57.20%
2005 Wal-Mart 54.75%
2005 NAICS 45 Composite 47.53%
2005 EEO-1 Compaosite 52.59%
Technicians
2006 Wal-Mart 84.50%
2005 Wal-Mart 83.48%
2005 NAICS 45 Composite 62.77%
2005 FEC-1 Composite 48.02%
Sales
2006 Wal-Mart. 7452%
2005 Walk-Mart 7459%
2005 NAICS 45 Composite T2.74%
2005 EEO-1 Composite 56.06%
Office and Clevical
2006 Wal-Mart 83.49%
2005 Wal-Mart 82.40%
2005 NAICS 45 Composite 8061%

2005 EEO-1 Composite 79.02%




Measuring Progress

Craft Workers {skilled}

2006 Wal-Mart 69.30%
Ethnicity , 2005 Wal-Mart 7835%
White No. of Associates
: T - 2005 NAICS 45 Compasite 69.10%
‘ : A i %thargc—l 2005 EEO-1 Compasite 7431%
Offictals and Managers 48,394 53,824 11.27% - e
Operatives {semi-skilled)
Professionals 8,739 8,557 208% 2006 Wal-Mart 71.85%
Technidans 19,949 20,230 141% 2005 Wal-Mart 72.56%
Sales 490,713 474,283 335% 2005 NAICS 45 Composite 64.52%
Office and Clerical 45,855 46,212 0.78% 2005 EEO-1 Composite 62.219%
Craft Workers (skilled) 2,323 17,790 665.82% Laborers
Operatives {semi-skilled} 29,041 34,586 19.10% 2006 Wal-Mart 62.27%
Laborers 197,235 179,297 9.09% 2005 Wal-Mart 64.00%
Service Workers 76,135 72,761 4.43% 2005 NAICS 45 Camposite 60.22%
Total 918,384 907,540 1.81% 2005 EEO-1 Composite 49.63%
Service Workers
EEO-1 Comparison 2006 Wal-Mart 67.09%
N ' o o 2lf AssOciTES I job czifc%:ony] 2005 Wal-Mart 68.69%
Officials and Managers 2005 NAICS 45 Composite 6522%
2006 Wel-Mart 7680%  "2005 EEO-1 Composite 53.24%
2005 Wal-Mart 78.69%
2005 NAICS 45 Composite 80.27%
2005 EEC-1 Composite 83.57%
Professionals
2006 Wal-Mart 7833%
2005 Wal-Mart 80.21%
2005 NAICS 45 Composite 78219%
2005 £EO-1 Composite 78.26%
Technicians
2006 Wal-Mart 75.65%
2005 Wal-Mart 77,715
2005 NAICS 45 Compasite 74.50%
2005 EEO-1 Composite T278%
Sales
2006 Wal-Mart 65.86%
2005 Wal-Mart 67.38%
2005 NAICS 45 Compostie 65.42%
2005 EEO-1 Composite 7081%
Office and Clesical
2006 Wal-Mart 77.61%
2005 Wal-Mart 78.27%
2005 NAICS 45 Composite 72.15%
2005 EEO-1 Compoasite 67.78%
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Measuring Progress

Craft Workers (skilled)

A R i e S NS T S A

. 2006 Wal-Mart 30.70%
Ethnicity 2005 Wal-Mart 2165%
Minosity No. of Assoclates
[ e R 2005 NAICS 45 Composite 30.90%

WE e M 4 change
D .o M W9 3005 EEO-1 Compostte 25.69%
Officials and Managers 13,109 16255 - 24.00% - —
Operatives {semi-skilled)
Prafessionals 2,156 2,367 978% 3006 Wal-Mart 28.15%
Technicians 5723 6,513 1380% 005 walMart 27.44%
Sales 237,524 245,803 348% 2005 NAICS 45 Composite 35.48%
Office and Clerical 12,734 13331 468% 3005 EEQ-1 Composite 37.79%
Craft Workers {skilled) 642 7,882 1,127.72% Laborers
Operatives (semi-skilled) 10,983 13,548 23.35% 2006 Wal-Mart 37.73%
Laborers 110,946 108,624 209% 2005 Wal-Mart 35.00%
Service Warkers 34,709 35,698 285% 2005 NAKCS 45 Composite 39.78%
“Total 428,526 450,021 5.01% 2005 EEQ-1 Compaosite 50.37%
. Service Workers
EEQ~1 Comnparison 2006 Wal-Mart 3291%
. Hof ali z‘:,s;a‘:'lates fr b eseaoy 2005 Wal-Mart 31.31%
Officials and Managers 2005 NAICS 45 Composite 3478%
2006 WakMart 2320% 5005 EEO-1 Composite 46.76%
2005 Wal-Mart 2131%
2005 NAICS 45 Composite 19.73%
2005 EEO-1 Composite 1643%
Professionals
2006 Wal-Mart 21.67%
2005 Wal-Mart 19.79%
2005 NAICS 45 Composite 21.79%
2005 EEO-1 Composite 21.74%
Technicians
2006 Wal-Mart 24.35%
2005 Wal-Mart 22.29%
2005 NAICS 45 Compaosite 2550%
2005 EEQO-1 Composite 27.22%
Sales
2006 Wal-Mart 34.149%
2005 Wal-Marn 3262%
2005 NAICS 45 Compasite 34.58%
2005 EEO-1 Composite 29.19%
Office and Clerical
2006 Wal-Mart 22.39%
2005 Wal-Mart 21.65%
2005 NAICS 45 Composite 27.85%
2005 EEO-1 Composite 32.22%




Measuring Progress

Craft Worke:s (skilled)

REREATH M NN CE Y O SRR

2006 Wal-Mart 15.40%
Ethaicity , 2005 Wal-Mart 1049%
African/Amarican No. of Associates
T T e = 2005 NAICS 45 Composite 9.73%
oo 005 O Rehangd T Composite 9.66%
Officials and Managers 6,569 7,983 21.53% - o
Operatives {semi-skilled)
Prafessionals 659 2 8.04% 2006 Wal-Mart 14.11%
Technicians 2401 2,743 14.24% 2005 Wal-Mart 1355%
Sales 127,840 132,109 334% 2005 NAICS 45 Composite 14.12%
Office and Clerical 5991 6,256 A42% 2005 EEO-1 Composite 17.44%
Craft Workers (skilled) 311 3954 117138%  Taporers
Operatives (semi-skilled) 5438 6,791 2488% 2006 Wal-Mart 2043%
Labaorers 59,547 58818 {1.229%) 2005 Wal-Mart 19.32%
Service Workers 18,006 18,226 1.22% 2005 NAICS 45 Composite 1941%
Total 226,762 237,592 4.78% 2005 EEC-1 Composite 18.76%
Service Workers
EEO-1 Comparison 2006 Wal-Mart 1680%
. , % ¢hall Agsockies B job<alcgoy] 2005 WalMart 1624%
Officials and Managers 2005 NAICS 45 Composite 1665%
2006 WakMart 1139% 3005 EEO-1 Compostte 2345%
2005 Wal-Mart 10.68%
2005 NAICS 45 Composite 869%
2005 EEC-1 Composite 6.66%
Professionals
2006 Wal-Mart 6.52%
2005 Wal-Mart 6.05%
2005 NAICS 45 Composite 5.36%
2005 EEO-1 Composite 7.28%
Technicians
2006 Wal-Mart 10.26%
2005 Wal-Mart 9.35%
2005 NAICS 45 Compasite 953%
2005 EEO-1 Composite 12.57%
Sales
2006 Wal-Mart 1835%
2005 Wal-Mart 1755%
2005 NAICS 45 Composite 17.209
2005 EEO-1 Composite 13.77%
Office and Clerical
2006 Wal-Mart 1051%
2005 Wal-Mart 10.23%
2005 NAICS 45 Compoaosite 13.68%
2005 EEO-1 Composite 17.00%
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Measuring Progress

Craft Workers {(skilled}

AT R S N R R L)

. 2006 Wal-Mart 11.76%
f;:‘:;'l? No. of Associates 2005 Wal-Mart 975%
h A e 2005 NAICS 45 Composlte 16.17%
! ! ‘ A ;o B0 7 WehengEl O Composite 12.54%

Officials and Managers 4,570 5,578 22.06% - —
Operatives (semi-skilled)
Professionals 276 320 15.94% 2006 Wal-Mart 1077%
Technicians 2,143 2421 1297% 2005 Wal-Mart 1069%
Sales 80,758 81,997 1:53% 5005 NAICS 45 Composite 17.28%
Office and Clerical 4,872 5,137 544% 005 FEOA Composite 15.82%
Craft Workers (skilled} . 289 308 944.29% |aborers
Operatives (semi-skilled) 4,280 5,182 21.07% 2006 Wal-Mart 13.13%
Laborers 40,065 37.803 5.64% 2005 Wal-Mart 13.00%
Service Warkers 13,014 13,378 279% 2005 NAICS 45 Composite 16.02%
Total 150,267 154,834 304% 2005 EEQ-1 Composite 27.33%
Service Workers
EEQ-1 Comparison 2006 Wal-Mart 12.33%
! o S ‘ o ,'“%’rﬁl‘.ail’ Associes In job cat@gérv] 2005 Wal-Mart 11.74%
Officials and Managers 2005 NAICS 45 Composite 14.04%
2006 Wak-Mart 796% 3005 EEO-1 Composite 18.37%
2005 Wal-Mart 743%
2005 NAICS 45 Composite 7.29%
2005 EEQ-1 Composite 540%
Professionals
2006 Wal-Mart 293%
2005 Wal-Mart 253%
2005 NAICS 45 Composite 4.509%
2005 EEO-1 Composite 436%
Technicians
2006 Wal-Mart 4.05%
2005 Wal-Mart 835%
2005 NAICS 45 Composite 9.27%
2005 EEC-1 Composite 7.69%
Sales
2006 Wal-Mart 11.3%%
2005 Wal-Mart 11.09%
2005 NAICS 45 Composite 12.38%
2005 EEQ-1 Composite 10.91%
Office and Clerical
2006 Wal-Mart 8.63%
2005 Wal-Mart 8.32%
2005 NAICS 45 Composite 10.009%
2005 EEQ-1 Composite 1051%




Measuring Progress
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Craft Workers (skilled)

N 2006 Wal-Mart 213%
i?i;f:ﬂtv No.of Associates > WelMart 078%
] ISR 2005 NAICS 45 Composite 4.44%
' - 2005 O Mgt e B0 Composite 268%

Officials and Managers 1474 1,949 32.22% - ~———

Operatives (semi-skitled)

Professionals 1,159 1,279 10.35% 2006 Wal-Mart 2.29%
Technicians 935 1,078 1529% 2005 Wal-Mart 221%
Sales 20637 23447 1361% 2005 NAICS 45 Composite 3.36%
Office and Clerical 1,324 1,397 551% 2005 EEO-1 Composite 3.859%
Craft Warkers (skilled) 23 546 2,27391% LaboTers

Operatives semi-skilled) 884 1,101 24.55% 2006 Wal-Mart 281%
Laborers 7,283 8093 11.12% 2005 Wal-Mart 2.36%
Service Workers 2,608 3010 1541% 2005 NAICS 45 Composite 3.25%
Total 36,327 41,500 15.34% 2005 EEO-1 Composite 3.50%

Service Workers

EEO-1 Comparison 2006 Wal-Mart 2.78%

RO _ hofall Assacktes o job Sotegoy] 2003 WalMart 235%
Officlals and Managers 2005 NAICS 45 Composite 325%
2006 Wat-Mart 278% 005 EEO-1 Composite 407%
2005 Wal-Mart 2.40%

2005 NAICS 45 Composite 3.23%

2005 EEO-1 Compaosite 3.95%

Professionals

2006 Wal-Mart 11.71%

2005 Wal-Mart 1064%

2005 NAICS 45 Composite 11.5%%

2005 EEO-1 Composite 9.70%

Technicians

2006 Wal-Mart 403%

2005 Wal-Mart 3.64%

2005 NAICS 45 Composite 5.98%

2005 EEC-1 Composite 6.36%

Sales

2006 Wal-Mart 326%

2005 Wal-Mart 283%

2005 NAICS 45 Composite 4,109

2005 EEO-1 Composite 381%

Office and Clerical

2006 Wal-Mart 235%

2005 Wal-Mart 2.26%

2005 NAICS 45 Composite 355%

2005 £E0O-1 Composite 4,13%




Measuring Progress

Craft Workers {skllied)

2006 Wal-Mart 1.42%
Ethnicity 2005 Wal-Mart 064%
American Indian No. of Associates
[ 05 A 1 2005 NAICS 45 Composite 0.56%
20 - R 3% change
— : 4 el 2005 EEO-1 Composite 0.80%
Officials and Managers 456 745 50.200% - -
Operatives {semi-skilled)
Professionals 62 56 (9.67%) 2006 Wal-Mart 0.98%
Technicians 244 271 11.06% 2005 Wal-Mart 0.95%
Sales 8,289 8,250 047% 2005 NAKCS 45 Composite 072%
Offlce and Clerical 547 541 109% 7005 £EO-1 Composite 0.69%
Craft Workers {skilled) 19 364 1,81578% Laborers
Operatives {semi-skilled) 381 474 2441% 2006 Wal-Mart 1.36%
Laborers 4,051 3,910 3.48% 2005 Wal-Mart 1.31%
Service Workers 1,081 1,084 027% 2005 NAICS 45 Camposite 1.10%
Total 15,170 15685 3.46% 2005 EEQ-1 Composite 0.78%
Service Workers .
EED-1 Comparison 2006 Wal-Mart 1.00%
" 1
ST % of all Assovlatetin job category] 2005 Wal-Mart 0.98%
Officials and Managers 2005 NAICS 45 Composite 0.84%
2006 Wal-Mart 108% 3005 EEO-1 Composite 085%
2005 Wal-Mart 0.81%
2005 NAICS 45 Composite 0.52%
2005 EEO-1 Composite 0.40%
Professionals
2006 Wal-Mart 0.51%
2005 Wal-Mart 0.57%
2005 NAICS 45 Composite 0.34%
2005 EEO-1 Composite 0.39%
Technicians
2006 Wal-Mart 1.01%
2005 Wal-Mart 0.95%
2005 NAICS 45 Composite 0.73%
2005 £EO-1 Composite 0.60%
Sales
2006 Wal-Mart 1.15%
2005 Wal-Mart 1.14%
2005 NAICS 45 Compaosite 0.89%%
2005 EEQ-1 Composite 069%
Office and Clerical
2006 Wal-Mart 091%
2005 Wal-Mart 0.93%
2005 NAICS 45 Composite 062%
2005 EEQ-1 Composite (0.58%
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Training and Development

The success of our business model relies on entrepreneurial Associates
who desire to learn and grow within our industry. We invest in the training
and development of each Associate, offering equal opportunities far
learning at all levels. Trainlng and development of Associates pravides a
competitive advantage, enabling continuat improvement of performance
across the whole organization.

Because Associates must develop the knowledge, skills and abilities to
serve, support and sell within the operating framework of their division,
application of Associate learning aligned to business strategy is a critical
link in the profit chain, Therefore, our goal is 1o expose Associates to
training that is specific 1o their area of responsibility and provide
opportunities for further learning and development for ongoing growth
within the organization.

In 2006, we implemented a new process of hiring and promoting in our
retall operatlons called Career Preference. Career Preference empowers our
Associates to plan and take ownership over their careers, with functionality
that includes:

+ Researching Positions; Associates have the abifity to research job
descriptions and responslbilities, career paths, requirements and
compensation for each position within Wal-Mart and Sam’s Club;

* Indicating Positions of Interest: Assaciates can indicate the specific
positions and locations for which they would like to be considered, and
will recelve immediate feedback from the system on whether or not they
are qualified and eligible for the position; and

- Planning Careers: Associates can also indicate positions they may be
Interested in at a later time, providing an opportunity for career planning
and development discussions with their immediate supervisor.

We are continually working to hone and update our training and
development programs. We were an early adapter of training modules like
Computer-Based Learning, but over time, we have learned that this
method may not be enough to effectively engage Associates and motivate
them to want to grow within cur company. Similarly, though we ask
managers to work with Associates to create Individual Development Plans
that map out career paths, we are working to explore new avenues - both
through Innovative uses of hand-held technology and face-to-face contact
- to ensure training and development opportunities that are more
effective and more attractive to Associates,

Our global reach challenges us to ensure that all training and
development systems and practices are global in nature. Managing
training and development standards and processes within a global
arganization requires that we constantly reevaluate our mindset, behavior
and learning practices.

Our development framework takes into account the full Associate lifecycle.
It begins with the sourcing, selection and hiring of Associates who meet
criterla set for specific positions. Once hired, Associates go through

orientation to both the organization and their area of responsibllicy, and
receive initial training related to performance expectations. They are then
provided the oppertunity for ongoing development. Performance goals are
set and communicated as part of the performance management process.
Opportunity for creation of an Individual Development Plan is 2lso provided.
Each of our major divisions offers learning and development opportunities
for Assoclates aligned with strategic directions of the business,

As the needs and perspectives of the work force continue to change, we
will have to ensure that the training materials and resources we provide
continue 10 engage Associates. In the future, this may require us to explore
non-traditional styles of mentoring. In addition, as we move into new
markets, we need to ensure that our training 1s flexible enough o be
tocally relevant. So as we develop new programs in this area, we are
challenged to ensure that they reflact the scale and complexity of our
quickly develaping and ever-changing business.

Building Leaders for the Future

Cross-organization learning and development programs are provided by
several corporate support functions. Key developments that cut across
organizational boundarles are created to ensure a consistency of culre,
leadesship development and diversity is practiced within the boundaries
of right ethical and compliance sensitive behavior.

We are developing universal leadership competendies as an organizing
framework for talent management processes across the organization.
These competencies will help make the development progess more
effective for Associates across the organization.

The Walton tinstitule provides an educational environment for Wal-Mart
leaders from around the world to learn more about themselves and their
unique company culture, The Institute offers a stimulating setting to hone
management skills and 1o focus on developlng the talents of others. Since
the opening of the Walton Institute in 1985, nearly 25,000 Wal-Mart
managers have: attended more than 600 classes in Bentonville, as well as in
Brazil, Canada, China, Mexico, Puerto Rico, the United Kingdom and Japan.

Wakhar University serves Assoclates working at Wal-Mart Stores across the
United States. It provides technical or job-specific training as well as
functional, management and leadership training for Associates in all
operating divisions. As Wal-Mart University works to cevelop leadership
skills that drive future success, its focus is an an initiative known as "Leaders
Out In Front” Leaders Qut In Front Is a new multl-phased management
taining program apen to all salasied Wal-Mart Stores US. field Assoclates
{assistant managers, co-managers, store managers and market managers).
The program not only prepares new managers to make an immediate
impact on store perfarmance, but also provides them with the tools and
resources they need to remain competitive and successful at Wal-Mart, The
program is designed on the principle of continuous Improvernent through
tearning and offers a variety of development opportunitles throughout
various stages of a manager’s career.

Stares of Loaining are an improvement Walk-Mart Stores US. is making o
its leadership training program. These “leaming and development” hubs
were created to be field-based classrooms in specific stores with virtuat
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classroom capabitities. Beginning to build these 108 dassrooms in 2007
is one more way Wal-Mart is working to promote our Associates’ learning
and development

Ressions| Leadarship Champions are another new component Wal-Mart
Stores LS, has added to learning and development. Our Regional
Leadership Champions (RLCs) will be the stewards of learning in the reglon
they support. The RLCs will be responsible for facilitating management-
training workshops and supporting the delivery of transformation/change
Initiative tralning.

e et Is a continuing education platform currently offered to various
market- and reglonal-level Associates in Wal-Mart Stores US. These
programs, offered online through a subsidiary of Cornell University, were
created through collaborative efforts between eCarnell and Wal-Mart
University to help Associates prepare for continued professional
development and sustained company growth, The platform features
several certificate programs Including: Cornell University Certificate
Programs such as Executive Leadership, Leading Management Teams,
Leading High-Performance Teams and Studies in Proactive Leadership; as
well as eCornell and Wal-Mart University co-branded certificate programs
such as Cross-Functional Leadership Skills for the HR Professional and
Human Resources Studies and Applications.

fare's Cluby Uriviersity |s dedicated to US. Sam's Club training and
development. A dedicated team for both field and Home Office Associates
supports the program. All areas of Club support in technical/functional
and leadership training and development are acquired, customized and
implemented through this team.

Leadershlp Developsaent Sevies 1,2 ard 3 at US. Sam's Clubs is our

newly created Leadership Development Series for management
Assoclates, Butlding the Foundation (Part 1} focuses on Wal-Mart culture
and basic communication skills for managers. Building the Leader (Part 2)
focuses on the Associate Development Cycle, including distinguishing the
diffarences between Caaching By Walking Around (CBWA), Coaching for
Success and Coaching for Improvement. Building the Team (Part 3) focuses
on priositlzing, delegating and team building. Training concludes with

an exercise known as Cascades Survival Skills Simulation and Group

Skills Inventory.

|esistics Uimiversity was the first corporate university formed at Wal-Mart
Stores, Inc. The logistics tralning and development team provides
distribution center Associates with training and development related to
technical/functional development of skills required by Associates In a
highly compliance-driven industry. The performance of these Associates
and their record of safety, concern for the environment and leadership
development speak to thelr desire to innovate and create learning
solutions for Associates now and in the future.

Seniar Leadesship Semina (519 provides loglstics leaders with a unique
and engaging learning opportunity. From experiential sutdoor fearning

to simulations, this course focuses on applying the skills learned in the
seminar to reaklife situations. Participants begln with an Introspective look
at their performance and move to leaming how to effectively influence
others. By the end of the seminar, Assoclates are able to return to their
leadership roles within loglstics with a toolbox full of resources to use
immediately in the workplace.

F3 (Eeducation, Pxasure ancd Enrichment} is a leadership program designed
to educate future senior leaders in key competencies needed for
continuing the company’s growth. Participants in the program focus on
leading from a global perspective and are exposed to multiple divisions of
the compary. Participants learn critical lessons in moving from single-unit
tactical management ta multi-unit strategic leadership.



Environment

We know that being an efficient and profitable business
and being a good steward of the environment can be
accomplished together. Our environmantal goals are

simple and straighiforward: to be supplied 100 percent by
renewable energy; to create zero waste; and te sell products
that sustain our natural resources and the environment. We
are serious about achieving our goals and we're commitied
to investing $500 million per year to reach them. Using 2005
as a baseline, we have also set geals around key mitestones
as we move toward our broader objectives. Under the three
aver-riding goals, these include:

Energy
« Existing stores 20 percent more efficent in seven years
+ New stores 25-30 percent more efficient in four years

. fEeet 25 percent more efficient in three years, double in 10 years
i

Whsto
< 25 percent reduction in solid waste in three years
+ All private brand packaging improved in two years

Proguts
+ 20 percent of our supplier base aligned with our sustainability goals
in three years

+ Preference given to aligned suppliers in two years

Sustainability 360 involves incorporating all aspects of our business into
our sustainabifity effarts and understanding that together, we can make a
tremendous difference. It encompasses our entire company ~ our
customer base, our supplier base, our Associates, the products on our
shelves and the communities we seive.

e U B 40

Through this approach, we have made significant strides. With aver 7,000
stores, 1.9 million Associates, 176 million customer visits every week, over
60,000 suppliers and millions of products on our shelves, It's clear that the
scope of what we can do - and what we have yet to do - is enormous. We
invite you to learn more about the various efforts underway at Wal-Mart as
we work to reach our environmental goals through the lens of
Sustainabifity 360.

Sustainable Value Networks

Our Sustainable Value Networks (SYNs} are warking to drive innovation in
both our everyday operations and the products we sell. Through SVNs, we
are breaking down internal silos, tapping hidden potentia! in
approximately 1.9 million Associates and 60,000 suppliers, building new
bridges to non-governmental organizasions (NGOs) as well as government
entities, and discovering a deeper meaning into how we can better serve
our customers and communities. Today, we have seven SVNs that focus an
developing profitable, sustainable solutions for the products we carry in
our stores. Five others address our direct footprint, and the remaining two
focus on our supply chaln.

The SVNs are:

Progiucts

+ Jewelry

+ Seafood

- Food and Agriculture
+ Chemicals

= Wood and Paper

» Textiles

« Electronics

e Fexnpeird

» Climate

+ Buildings and Eneigy
* Logistics

+ Waste

« Alternative Fuels
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Supply Chain
+ Packaging
+ China

Our SYNs consist of a constellation of Wal-Mart Associates, entrepreneurs,
NGOs, government officials, academics and suppliers. Each network has its
own governance and business plan, and meets regularly. Every quarter,
hundreds of network members from both inside and outside the company
come together Lo engage officers during a half-day meeting. Here, the
networks report on their progress, highlight some of the challenges and
opportunities they face and brainstorm new initiatives to pursue.

As you will see from reading about the networks, some of them are-
further along than others, but even thase that are starting slowly are
producing new ideas that may ultimately drive Innovation within our
business and industry.

Facts and Figuses
Al 8765 por gallon end current projected annual miles, iFwe imgeve our
fleet fuel mileage by jst one il per gallon, we czn save over $40 miliicn

a2 ynar

Our Footprint

With more than 7,000 stares and one of the largest trucking fleets In the
world, the magnitude of aur direct footprint means that our environmental
efforts must begin with our own operations. By making changes within,
we not only have an opportunity to minimize our environmental footprint
and save money for our business, but to lead by example. In addition, we
realize that we can influence our indirect footprint and therefore have a
positive impact on our supply chain. This impact is important because the
vast majority of our footprint comes from these indirect sources.

Therefore, we are examining everything from the efficiency of our trucks,
1o the waste we generate In our stores, to the way we heat and cool

our buildings, and tooking for ways that we can both lessen the impact
of our environmental footprint and maintain a robust business growth
strategy. In many instances, we have been surprised by what we have
been able to accomplish. These accomplishments have enabled us to
continue challenging oursebves to find new and innovative ways to
minimize our enviranmental impact and expand the initiatives we have
already undertaken,

Developing New Technologies to Decrease Our Footprint

When we collaborate with our suppliers to develop new products or
technologies, we have the power to significantly change existing markets
and even create new markets for these breakthroughs.

Perhaps no stary betier illustrates our capacity to create new markets for
sustalnable products and technologies than our work on light-emitting
diodes (LEDs). LED technology has existed for many years, However, over
the last three years, we partnered with General Electyic 1o develop a LED
lighting system for our refrigerated and frozen cases, LEDs can have a
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significani, positive impact on our environment. They last much longer,
produce less heat, contain no mercury and use substantially less energy
than other types of light.

In Novenber 2006, we announced that we will retrofit refrigerator cases in
mare than 500 of our stores with the new system which is expected to save
us about $2.6 million per year and reduce our CO2emissions by 35 milllon
pounds per year. We expect installation to be complete in these stores by
early 2008, and then we will begin retrofitting even more.

In February 2007, we began installing motion sensor-activated LED case
lighting in all new Wal-Mart stores and Supercenters. Between January
and July of 2007, our LED installations in refrigerated cases have saved
approximately 66 percent of the energy used for lighting in those stores
where they have been [nstalled.

In the loglstics arena, we instafled Auxillary Power Units (APUs) — small,
efficient diesel engines — on all our trucks that make overnight trips in May
2006. Our drivers ¢an turn off their truck engines and rely on the APUs to
warm or cool the cabin and run communication systems while on brezks.
In a single year, this change should eliminate approximately 100,000 metric
tons of CO: emissions, reduce our consumptlon of 10 million galions of
diesel fuel and save the company an estimated $25 million per year.

Climate

As we work to understand and minimize our environmental footprint,
reducing greenhouse gas emissions Is one of the most effective places 1o
begin. By dolng so, we can restore balance to climate systems, save maney
for our customers and reduce our dependence on oll.

To meet these abjectives, our Climate Change Network is committed to
the following:

» Investing approximately $500 million annually in sustainable
technologies and innovations;

+ Reducing greenhouse gases at our existing stores, Sam's Clubs and
distribution centers around the world by 20 percent by 2012;

« Designing and opening a viable prototype store that is 25 to 30 percent
more efficlent and will produce up to 30 percent fewer greenhouse gas
emissions within the next three years;

» Sharing what we learn with our stakeholders and competitors, so that
more organizations embrace and utllize the technology, the market
grows and our CUStOMErs save More;

- Pursuing regulatory and policy changes that will create incentives for
utilities to invest in energy efficiency, use low or no greenhouse gas
sources of electricity, and reduce barriers to integrating these sources
into the power grld;
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« Assisting In the design and support of a Green Company program in
China, where Wal-Mart will shaw preference to those suppliers and their
factories involved in such a program;

« Improving our fizet fuel mileage efficiency through a combination of
better aerodynamics, decreasing the size of packaglng for items we sell,
as well as ather anticipated technological improvemenits; and

+ Initiating a program in the United States with the help of the Carbon
Disclosure Project to bring awareness to and eventually show preference
to suppliers who set goals and aggressively reduce their own emissions.

By focusing on measuring Wal-Mart’s direct carbon foatprint and
Identifying innovative ways that we can reduce greenhouse gas emissions
of customers and suppliers, the Climate Change Network will complement
the efforts of the Bulldings and Logistics Networks, which are focused on
reducing our direct footprint. So far, we have met our goals of establishing
a 2005 CO: baseline and reporting annually on our carbon footprint
through the Carbon Disclosure Project.

Now that we understand our carbon footprint, we are taking a
comprehensive approach to reducing our impact In addition to looking at
our own operations and working to reduce our reliance on non-renewable
energy, we have introduced daylight harvesting and light-emitting diode
{LED) lighting to our stores, and piloted a solar power project at stores in
California and Hawail. In our trucking fleet, we have set the goal to increase
fleet effidency by 25 percent by 2008.

Climate change is a global issue, so our efforts must be global in scope.

In Mexico, we have signed a partnership with a wind-power-generating
company to provide 34 percent of Wal-Mart de Mexico's total energy. This
will save $2.5 million per year. In the United Kingdom, ASDA submitted
two planning applications In early 2007 for megawatt wind turbines at
our distribution depots in Falkirk and Wakefield. Each turbine will generate
enough energy to power the distribution depots — the equivalent of
powerlng 1,10¢ homes.

We are also working with our suppliers and the businesses we serve o
help them become more energy efficient. By giving them access to our
highly trained efficiency experts, we are working with suppliers to lower
their greenhouse gas footprints and save money. Additionzally, through
Sam's Club, we've partnered with General Electric (GE) and Applied Energy
Services (AFS) to create a program In which we pool our expertlse to help
our small business owners who are Samvs Club members run more energy-
efficient businesses and save money on their energy bills. We conducted a
pilot program in Phoenix and plan to test the program in other markets
this year,

As the world's largest retailer, we feel a responsibility to be engaged on
a level that extends beyond our customers, our suppliers and our own
operations. In April 2006 and May 2007, we were one of the first
companies to go to Capitol Hill and testify In favor of a mandatory cap
on carbon emissions.

We favor a cap system that provides incentives for customers to make
sustalnable choices that will ultimately lead to carbon reduction. We can
play a unigue role In aggregating compensatian for carbon reduction and
passing the value of that compensation onto our customers by making
energy-efficient technologies more affordable. For example, 2 product
such as a compact florescent light bulb has a higher purchase price than
a less-efficient incandescent bulb. Aggregating compensation for carbon
reduction for more efficient bulbs will allow us to make these bulbs
accessible to mare consumers by lowering their price. By providing
incentives to customers to make better energy choices, we can play a
powerful role in moving the consumer marketplace towards sustainable
solutions for our climate.

In working to reduce our carbon footprint, one of our biggest challenges
remains our growth. As we continue to grow, so does our carbon footprint -
even if it grows at 2 much slower rate. However, we see our expansion as an
opportunity to have a positive effect on absolute carbon because being a
growth campany enables us to explore and invest in new technologies that
may lead to carbon reduction. These technologes {e.g, LED lights) have
helped reduce carbon that woukd have otherwise been included in our
footprint, and thraugh our ability to bring them to scale, we can also help
others afford and adapt them. By working to extend these technologies, not
only do we accelerate our use of them, we wilt also be able to offer them to
small businesses through Sam's Clubs and to customers through our stores.
Ultimately, we see our carban footprint as extending beyond our own
buildings and trucks to include our suppliers and customers. By doing so, we
could have a net negative effect on absolute carbon,

Our carbon reduction efforts are not just limited to the Unlted States,
Internationally, ASDA participated In the pllot UK Emissions Trading
Scheme last year. Because we expect global greenhouse gas regulation to
expand and a carbon trading market 1o develop, our intent is ta position
Wal-Mart as a market aggregator of carbon credits.

Finally, through our Altemative Fuels Netwaork, we have begun to address
the challenge of pushing for innovation and afternative sources of energy.
The Network's effort is guided by three goals-to ralse ethanol use 10 75
million gallons, increase consumption of bio-diesel by 2.6 million galions,
and Incentivize innovation of renewable and alternative fuels. By doing
things like increasing the amount E10 blending by expanding our E10
offering, committing to using 2 percent diesel in our entire private fleet
and at alt focations selling diesel praducts, and encouraging the
advancement of hydrogen-based technologies, we will work towards
transformative change throughout our supply chain.

Quotes

“Wal-tart is notwaiting fu fusther study or fan legst mandetes 1o take
strong action an climate cha
greenhouse gas emisshons throug innovation adds valua to our

e we are paaving that reduding

sharahobies and Gur caslonners,”

Andy Buber, vice president of business strategy and sustainibility,
P ia

United Statas Serare Cornmitee on Eneigy & Natoral Rasources, Climate

Cantererce, Apiil 4, 436
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Hughes Performance/Sharing Energy Efficient Practices with Small Businesses
AL Sam’s Club, we are woiking 1o help buginess club mambens such as
Hughes Berformance, & family-owned gicing pans manufiactuer, iderdily
with Geneval Elecuis and Applied
[riergy Services, we assessed Hughes Parformance’s enery consamplion
and made mcommendations on how the compary could become morg
afficient. Our recommienditions fecused mainly on etiofitting light fixwuies
with high-efficiency T-8 lighting. Hughes Performance sates thatihis
simple change saved the cornpany betwesn 30 and 40 petcent on it
enenqy Bills — or appieimately more than 312000 a year ThIS would be
the egutealont of growing fts sakos by 5355000,

warys 1o kewar thele energy e, Wirkd

Transportation

Our domestic trucking fleet is one of the largest private fleets in the world;
underscoring how impaortant it is for our environment - and our business -
to Increase fuel efficiency. At $2.65 per gallon and cursent projected annual
miles, if we imprave our fleet fuel mileage by Just one mile per gallon,

we can save over $40 milllon a year. That can translate into lawer prices for

our customers - not to mention the significant environmental benefits this

will achieve.

As we work 10 increase fuel efficiency and reduce our energy costs, we
realize that we have to look beyond just the trucks themselves, To be truly
effective, we must take a holistic approach to our entire logistics operation
- including the supply chain. For instance, we know that if we reduce
packaging, and gel mare praducts on board each traller, we reduce loads,
trucks, fuel burned and emissions. In addition, improving the productivity
of our distribution centers and optimizing our transportation networks
reduces the number of centers we need, miles we drive and loads we haul,
also saving fuel and reducing emissions.

tn the past, we have worked to deliver incremental imptovements in fuel
efficiency each year. Now we are pursuing transformational improvements.
In 2005, we set a goal ta identify a 25 percent efliciency gain in Wak-Mart's
Private Fleet in 2008 and to double the Fleet efficiency aver the next 10
years. Fuel efficiency has been improved by 15 percent in the Fleet since
2005. An additional 10-13 percent has been verified in testing and will be
applied to new tracters coming in to the Fleet as older equipment is
retired over the next several years. Improvements include new tire designs,
Inflation systems, new model trucks, trailers and engines. Through the use
of auxiliary power units, which were added to our trucks in early 2006,
we've been able 10 derive additiona! fuel efficiency gains. This power unit
gives the truck drivers the comfort of air condltloning and heating without
having the truck's engine running.

We have taken the first steps toward doubling the efficiency of our fleet by
worklng with manufactusers of truck engines and rear drive components to
praduce a hybrid, class-eight pilot truck in the 2009-2010 timeframe. Hybrid
trucks will electrify components to reduce horsepower/uel needs and
recover energy that can be tiansferred to electric motors that wilt power
the truck in Jower speed operation. With our involvement, trailer and truck
manufacturers {Great Dane Trailer and International Truck) are working

together to optimize aerodynamic design of truck and traiter to deliver
maximum fuet efficiency on future designs. Finally, we continue to identify
and test other new technologies and tire designs as they become available.

Logistics Metrics
Numbers found on the web at
http://walmaristores.com/microsite/walmart_sustainability.htmi

Mumber of Truzks in Fleat
2005 - 6,936
2006 - 7075

Metric Tors of COx from Private Fleet
2005 - 1,320,408
2006 - 1,298,324

Toatat Miles Briven
2005 - 817,096,803
2006 — 810,283,850

APU Savings: 100,000 Metric tons of COr and $25 million in diesel

Buildings

Wal-Mart has always been an early adapter of technologies that diive
efficiencies, and when it comes to technology that can make our bulldings
mare energy efficient, the same holds true. Today, we are exploring and
integrating cutting-edge technologies that are reshaping the way we heat,
cool and light our buildings, as welk as the way we refrigerate food in our
stores. We are committed to reaching a day when every new store is 25-30
percent more energy-efficient than it was In 2005.

Our efforts aren't just limited to new stores. In"our existing stores, we are
committed to reducing greenhouse gas emissions by 20 percent. These
are important steps in our journey to be powered 100 percent by
renewable energy.

To sarve as our testing ground for new Innovations, in 2005, we opened two
experimental stores in McKinney, Texas and Aurora, Colo. In these stores, we
are testing innovative technologies like solar and wind power, bio-fuel
heating systems, daylight harvesting and radiant heat technalogy to reduce
our reliance on non-renewable energy. We are also testing porous concrete
in parking lots to absorb ralnwater and prevent runoff into neighbaring
streams and creeks, In sum, more than 50 experiments are being tested and
many - such as the light-emitting diodes (LEDs) that we use in building
external signage and are starting to be Installed in new refrigerator and
freezer cases across the country — have already proven successful.

As our intent is to make all of our stores more efficlent, we took the
tearnings from our experimental stores to apen two high-efficiency
prototype stores this ysar in Kansas City, Mo. and Rockton, il We expect
these stores to be 20 percent more energy efficient thar the typical
Supercenter. In 2008, we plan to begin opening a second-generation
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high-efficiency prototype, incorporating the learnings from the first
generation, which we anticipate 1o be 25 percent more efficient. Our
goal is to open a viable prototype by 2009 that is up to 30 percent more
energy efficient.

We are also piloting a solar power project in 22 focations throughout
Californla and Hawaii. When fully implemented, the aggregate purchase
could be one of the top 10 largest-ever solar power purchases in the
United States, If not the world.

At existing stores and Clubs, we are retrofitting many of our systems to
achieve our greenhouse gas reduction goal We have already tested and
Identified innovations that, when implemented, are expected to deliver a
15 percent decrease in energy use and greenhouse gas emissions. These
innovations are primarily the result of efficiency gains in improved lighting,
HVAC and refrigeration units, and help move us toward our global goal of
making existing stores 20 percent more efficient by 2012,

Minimizing the ervironmental foatprint of our buildings depends on
much more than achieving energy efficiency, so we are expanding our
focus to include bullding materials, construction waste, water use and
more. By the end of 2007, our gaal is to identify, implement and test 50
non-energy-related innovations for our stores that will conserve resources,
Those innovations could include water conservation, rainwater harvesting,
use of United States Green Building Code-recognized materials or
construction debris recyding. One of the areas we have already identifled
and are testing is water use. Newly Installed restroom sinks In many Wal-
Mart stores use sensor-activated, low-flow faucets that reduce water flow
by approximately 80 percent. Through technologles such as these, we
believe we can dramatically decrease water use.

While we have focused the majority of our efforts on US. operations,
where our footprint is the largest, we are making great strides to improve
the energy efficiency of our stores worldwide, For example, our Mexico

operations have begun building wastewater treatment plants for all certain

new Supercenters, Sam's Clubs, Mi Bodega Aurreras and Superamas, which
saved more than 1.1 million cublc meters of potable water from 2004 to
2006. Additionally, a "two-thirds” lighting program helped us reduce in-
store lighting by 33 percent and electricity consumptlon by 6,000
megawatt hours (MWh) in our Ontario, Canada stares during 2006

In August of 2007, ASDA opened its first store with a sustainable timber
frame. The store, located in Shaw, Oldham, marks ASDA'S commitment to
investing in and piloting new environmental technologies over the
coming years. The 35,000-squate-foot structure is situated within the ald
Dawn Mill — 3 105-year-old brick cotton mill, which formerly housed a
clothing outlet. By using wood from certified sources rather than steel, the
building's design eliminated the need for 500 tons of steel and will save
450 tons of carbon emissions. The store will also be 20 percent more
energy efficient.

AT S Sl TS O

We are proud of what we have accomplished In this space, but we can't
ignote the fact that our carbon emissions Increase as we build more stares,
Clubs and distribution centers. In the United States, the energy needed to
operate buildings accounts for roughty two-thirds of our electricity and
more than 35 percent of the air pollution we emit. To move the carbon
needle, we need to work together as an industry, a natlon and a world to
push for Innovation in alternative sources of energy. As It stands, alternative
sources are still more costly and far less available than carbon-based fuels,
and without innovation and collaboration, this reality will not change.

Solar Power Pilot Project

As parl of a pilos project ta deteming solar powar vability for Wal-Mart, we
recantly snnolincad & maion project 10 produce solar power on the soofs of
o stares for 27 combinerd Wal-Matocations in Calitorniz and Hawail. The
toral sofar prvst production frlom thase sites 18 estimatad 1o be as rmuch 23
V7 inillion FWh hilowati-haurs) per vear and will belp redike greenhouse
g5 emlesions by approximately 8000 tr: 10,000 mietds 1one per year. Un
avarage, the typical soli photavoltaic (P system will pirovide up 10 205
parcent of the electrichty needs of the store, installation of the fist systern
gty on August 27, 2007 at the 3anta Ara, Calil, Wizl-Mart,

Sharing our Learnings
What we learn from o experimental and High-efiickancy stores should
nOT jusk emain within our own tour walls. To Ualy be a l2adar we must
chate what we ez with the industiy and the markerplace. To that end,
we hive actively invited our competitons &nd others to 1our oln o1gs and
apenly thared oar srginesring specifizations and leamlings with
competivars, univesities and govenment officlals We recently [nst:lled
the first €02 closed-locp secondary refiigetion system in a US. Sam's
Cluh, and meny of our diiect compatitons ceme to see it Imamally, we
sognize the need 1 do better at lovessging o knowledge 5 a
COmmAnY. 50 onlay wa'te developing an intenal porgal where internations!
unite can collzbarate, as well ac share plars and lessons bes
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Zero Waste

To achieve our goai'of ¢reating zero waste, we are reducing the amount of
wasie that comes out of the back of our stores and recycling more
commadities than ever before. Our aim is to reach a day when there are
no dumpsters behind our stores and Clubs, and no landfills containing
Wal-Mart throwaways.

Today, we are working to achieve that goal by addressing waste within our
own operations. In our US. stares and Clubs we are now utilizing a
*sandwich baling” process. Through this process, we sandwich loose plastic
~ shrink wrap, garment bags and grocery bags - between layers of
cardboard and bundle it together in bales that are sent to certifled
processors for recycling. Last year, this process added approximately $3.5
million to our bottom line. This success bas led us to plan the launch of a
super sandwich baling process which will incorporate plastic hangers,
plastic bottles, aluminum cans, paperback books and office paper into the
bales. Qur intentian Is to introduce the program to all stores and Clubs,
which we are currently working to do. This pracess could help us avold

sending tens of millions of additional pounds of recyclable items to landfills.

In the near term, our goal is to reduce solid waste from our US. stores and
Sam's Clubs by 25 percent by welght by October 2008. To get there, it's
critical that we engage our 60,000-plus suppliers in the effort because
much of aur waste comes from shipping packaging materials sent to our
stores and distribution centers. To this end, we will be working alongside
our Packaging Network to encourage suppliers to reduce thelr shipping
packaging and to ensure that all types of packaging matesials they use are
made from renewable or recyclable materials. In addition, we know that
one of our greatest challenges Is tracking our waste. To develop a baseline,
we are in the early stages of planning and developing of a tracking
network to help us make progress in this arena,

We believe we have made progress towards our zero waste goal in the
Unitad States, but the reality Is we don't have an accurate measurement of
how much waste we have reduced. We do not have the systems in place
to measure or weigh the waste coming from the back of our facilities. We
know we have reduced dumpster pick-ups from the back of our stores, but
we are unsure of how full they are now as compared to before the launch
of these Initiatives.

Qutside the United States, ASDA set a voluntary commitment to send zero
waste to langfills from stares and distribution centers by 2010. In an effort

. to reach this goal, ASDA has invested 34 million pounds to establish five

regional recycling centers with an additional 10 million pounds recently
approved for the Erith facility. In August 2006, ASDA also re-launched its
reusable bags program - "Bags for Life’ - with a reduced price from 10
pence to five pence.

In addition, Wal-Mart Brazll developed a partnership with the Cooperative
of Collectors and Ecological Agents of Canabrava, an association of former
independent garbage collectors, at 23 stores in the city of Salvador. The
association recycles damaged conrugated cartons from stores, and has
recycled more than 72 tons of cardboard since the end of 2005.

These steps highlight the many oppartunities that exist to reduce waste In
our global operations, and they point to the potential to close the material
loop. Moreover, they exemplify how differently we view our business
aperations when it is through the lens of sustainability.

Facts and Figures
fin the near terrn, our gosl 13 1 reducs solid waste from our 1S, stoms and
San's Chubs b 25 percent by weight hy Qctober 2008
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Measuring Progress

Global
CO, Emissions

Tennas of €0, Equivalent

lﬂeglqp 2005 G Tchenge
North America 16,283,841 17,345,336 6.5%
Central America 65,832 88,931 35.1%
South Amerlca 235451 488,781 107.6%
Furope 1,096,375 1,251,709 14.2%
Asia Pacific 1,094,725 1,213,817 10.9%
Total . 18,776,224 20,388,574 8.6%
€0, Emissions by Source _Tonnes of (O, Equivalent
l?ypcuf E-m't‘i-jiqnsiiz:mr,-;- ' 005 . 2004 "}{wha:'s'.g::l
Direct 5,204,542 5,801,302 11.5%
Indirect 13,571,683 14,587,272 7.5%
Total 18,176,224 20,388,574 B.6%
Direct CO, Emissions Fonnes of €O, Equivalent
Emissinng ‘i;;-._t;r:s-! o ooes o o % ;thlange;i
Refrigerants 2,296,280 2,952,853 286%
On-slte Combustion 1,510,303 1,353,517 (10.49}
Trucks 1,322,533 1,428,042 8.0%
Cars 41,079 37,150 (9.6%)
Airplanes 34,347 29,740 {13.4%)
Total 5,204,542 5,801,302 11.5%
indirect CO, Emissions Tonnes of CC Eguivalent
Ermissicas Saurce | W05 < 2008 f}?.‘f:t&:sr\.f}éi
Purchased Electricity NA 173,847 NA
Emissions from International
Distribution Centers 13,571,683 14,413,425 6.2%
Tortal $3,571,683 14,587,272 7.5%

North America
CO, Eniissions Tonaes of CO; Eguivatent
{Cmsnu‘y : C 208 2006 - 3 r:han{"el
Canada 169,214 223,705 32.2%
Mexico 859,830 1,174,454 366%
Puerto Rico 175168 156,374 (10.79%)
United States 15,079,630 15,790,803 4.7%
Total 16,283,841 17,345,336 6.5%
€0, Emissions by Type of Source Tannes of Q) Equivalant
1Type of Eralssions Sodrce =0 T a0 % changs
Direct 4,185,226 4416378 55%
Indirect 12008615  12,928958 6.9%
Total 16,283,841 17,345,336 6.5%

Direct CO; Emissions

Tonmas of CO; Eguivalent

[Emissions Sodreg,  *- 0o wos o, 00k, Swehangs
Refrigerants 1,795,801 1,963,660 93%
On-Site Combustion 992,600 1,101,624 11.0%
Trucks 1,322,086 1,285,551 {2.8%)
Cars 40,663 36,163 (11.19%)
Airplanes 34,077 29,379 (13.8%)
Total 4,185,226 4,416,378 55%

Indirect CO, Emissions

Tonnes of CO. Equivalent

[En':issi;‘;gi} Source Lo L AR o VT chénge]
Purchased Electricity 12,008,615 12,829,623 €.0%
Emissions from International
Distribution Centers NA 99,335 NA
Total 12,098,615 12,928,958 6.5%

Note: Calculated figures, e.g. totals, may not match due o

rounding differences.
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Canada

O, Emissions by Type of Source

Tonnes of <O, Egubvalznt

Mexico

€0, Emissions by Type of Source

Tonnes of (0; Equivslent

g fype of Emisshons Soyree 2105 KU r:i‘-ani_;g:i [Typebf Emissions Sodtce s, 2006 Shehangs
Direct 72,752 61,765 {15.196) Direct 250,801 443545 76.9%
Indirect 96,461 161,940 67.9% Indirect 609,029 730,909 20.0%
Total 169,214 223,705 32.2% Total 859,830 1,174,454 36.6%
Direct 0O, Emissions Tannes of O, Eguivalent Direct CO, Emissions Tonnes of ££3; Equivalent
ii:n:;isslm{s Soice R ‘2‘3%}9 T .E‘f:hm\"gel ['L'-mi'ss"i"g':m’:iu|u'ri:;'é ";-‘1 X : ~:Z(505 '_JMOGF:‘ : ,'%-éhaﬁ{jel
Refrigerants 25,732 25,732 0 Refrigerants 130,030 284941 119.1%
On-Site Combustion 42,300 33319 (21.29%) On-Site Combustion 120,770 157,691 . 306%
Cars 1,370 1,091 (20496} Cars NA 913 NA
Airplanes 3,351 1,622 (51.6%) Total 250,801 443,545 76.9%
Total 72,752 61,765 {15.1%) l
Indirect CO; Emissions Tonnes of €O, Equivalent
Indirect CO, Emissions Tonnes of CO; Eguivalent [Fmiﬁ*{i’tms {:ouf;:::' & ) "‘2{}(}.':". A 2“0?5 W !:hadgé
LErissions Saurce 3005 206 Shchinge]  Purchased Electricity 609,029 669297 9.9%
Purchased Electricity 96,461 138,085 43.2% Emisstons from International
Emissions from International Distribution Centers NA 61612 NA
Distribution Centers NA 23,856 NA Total 609,029 730,909 20.0%
Total 96,461 161,540 67.9%
Puerto Rico
United States €0, Emissions by Type of Source Tonsness of £0; Equivalent
C0O; Emissions by Type of Source Tonnes of CO; Equivalent IT—)-pg af Fmisshores Source "1_5 2005 A 2005 . ‘q'é‘dn@pgel
;’Typm ;:f [mi*sskznqu;mce o RuLe _ ?,_6_}__\’:;& %ch@ngu' Direct 88,345 56,266 {36.3%)
Direct 3773328 3,854,802 2.2% Indirect 86,824 100,108 15.3%
Indirect 11,306,301 11,936,001 5.6% Total 175,168 156,374 (10.7%)
Total 15,079,630 15,790,803 4.7%
Direct CO, Emissions Tonms of CO; Eguivalent
Dirert CO, Emissions Tonnes of €O, Equivalent | Eenissions, Solck 2T 2005 006 4 dl‘zang{c?.
;EﬂliS'Ji;JﬁS Solnee :20_155 2(‘){‘»0 C% Ll-.épg&é Refrigerants 86,341 54,583 (36.8%)
Refrigerants 1,553,698 1,598,404 2.9% On-Site Combustion 1,051 858 {18.496)
On-Site Combustion 828,478 909,756 9.8% Cars 953 825 {13.49})
Trucks 1,322,086 1,285,551 {2.8%) Totak 88,345 56,466 (36.3%}
Cars 38,341 33334 {13.19%)
Aiplanes 30726 27757 97%) !ndire.cﬁt C()‘I Emis‘sions ] __ 7 ?oru;wes 01;?F)2- Equﬁrallermt
Total 3773328 3.854,802 S |Emisons Sauce o L T Q008 o 2008 57 chenge]
Purchased Electricity 86,824 90,345 41%
tndirect CO, Emissions Tennes of 0y Eguivalant Emissions from International
Femisstons gmj”‘cg._ o Wos, ,  TE g ,;f,;?,«,g&; Distribution Centers NA 9763 NA
Purchased Electricity 1306301 N931897 559  lotal 86,824 100,108 15.3%
EDrir;::is;iizisO:%n;r:g:natlonaI NA 4104 NA Note: .Calcunlated figures, e.g. totals, may not match due ©
rounding differences.
Total 11,306,301 .

11,936,001 5.6%
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IRV N ST

Central America

Guatemala
(0, Emissions by Type of Source

Tannas of (O, Equivalent

€0, Emissions

Tonnes of CO; Eguivalent

Cousttry 2005 206 Woharige | ypsaf Emissions Source 2005 2006 hchenge
Costa Rica 9,729 10,596 8.9% Direct 4,826 7075 46.6%
El Salvador 14,253 23,376 64.0% Indirect 2215 27,135 22.5%
Guatemala 26977 34,209 26.8% Total 26,977 34,209 26,8%
Honduras 9,360 11,099 18.5% '
Nicaragua 5502 9,650 75 4% Dix'eFt C(:)z_ Emissions 7 Tt?l?r:es of £0;, Enuivalent
Tow! 05032 Py % |Emissions Source 205 M08 % change
Refrigerants 4225 2,008 (52.59%})
C0O, Emisslons by Type of Source fannes of €0, Equivalent On-Site Cambustion 601 1,345 123.7%
Tyt of Leissians Scn';)ff:e'v-‘f’ A D005 0 es %t,?*ngzi Trucks NA 3588 NA
Direct 21,848 30,703 405%  Cars NA 134 NA
Indirect 43,984 58,228 32.4% Total 4,826 7,075 46.6%
Total 65,832 88,931 35.1%
Indirect CO, Emisstons Tonnes of CO; Eyuivalent
Direct CO, Emissions Tonnes of €O, Equivelem ]Eﬁqjgsmhé{g;:éu‘m@ - s L Domes o jm-; T charige
ﬁ'_}_x-tis-ﬂqns S ML 06 % (;haﬂgﬂ] Purchased Electricity 22,151 22,337 0.8%
Refrigerants 19,996 22,477 12.4% Emissions from International
On-Site Combustion 1064 3,798 257.09% Distribution Centers NA 4,798 NA
Trucks 447 3,961 785.3% Totel 215 22,135 22.5%
Cars 340 467 375% Honduras
Total 21,848 30,703 40.5% 0, Emissions by Type of Souice Tonnes af €O, Equivalent
indirect CO, Emissions Tannes of €O, Equivalent !T}'pe of Tpissions Source .~ doos 006 “*ﬁg'“‘l
| Emiscicns Sauice 00 0w wohange e 3p77 2503 (354%)
Purchased Electricity 43,984 15209 30w ndirect 5492 85% 565%
Emissions from International Totat 8369 11,099 185%
Distribution Centers N ]2'?29 Né Direct CO, Emissions Tonnes of €0, Equivatent
fotal 93,984 5228 324% Pl tms_‘ 5«;:&. o vl ?(x.lo w changy
Refrigerants 3639 1,944 {46.690)
On-Site Combustion a5 506 432.1%
Trucks 143 37 {74.19%)
Cars NA 16 NA
Total 31,877 2,503 {35.4%)
ndirect CO; Emissions Tonpes of (O Equivalent
Er'nissi(n%sffs;trq IL;.:? o i AL : ', i‘)f)b . “ﬁ ('ii_a‘r‘agé
Purchased Etectricity 5492 6,753 230%
Emissions from International
Distribution Centers NA 1,843 NA
5,492 8,596 56.5%

Total

Note: Calculated figures, eg. totals, may not maich due to

tounding differences.
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El Salvador
€O, Emissions by Type of Source

Tonnes of <O, Egquivalent

Costa Rica
€O, Emissions by Type of Source

Lt AT

T st T

Tonnas of CO; Fouivalant

[Iypg af Ermibsslons Source A .20&5 Y ch::ngej l fpe ol Eriiiééians Yource . s 006 S change
Direct 3,778 10,163 169.0% Direct 8,968 8,601 (4.195)
Indirect 10,475 13,214 26.1% Indirect 761 1,995 162.1%
Total 14,253 23,376 64.0% Total 9,729 10,596 8.9%
Direct €O, Emissions Tonnras of QO bauivalent  Direct CO; Emissions Tennes of CO; Equivalent
Erlisions Source " s Vs l.:h;'-:ﬁ;_;;} liéwrﬁlss‘ibnsi:?éua:e; - ' Coawob T )00{: -+ % change
Refrigerants 3639 9,305 155.7% Refrigerants 8,128 7453 (8.3%)
On-Site Combustion 27 566 2033.7%  On-Site Combustion 308 787 1556%
Trucks 113 292 159.5% Trucks 192 44 (77.19%)
Total 3,778 10,163 164.0% Cars 340 317 (6.796)

Total 8,968 8,601 {4.1%)

Indirect CO, Emissions Tennes of CO, Equivalent
1Emig§kms Source v g:{;.g;‘: g{}(}; o g;ha[}gg{] Indirect CO, Emissions Tannes of O Equivalant
Purchased Electricity 10,475 9,896 (5.5%) IEmissior{s.'iiuﬁ@ . ST hs s T 008 % chane
Emissions from International Purchased Electricity 761 813 6.7%
Distribution Centers NA 3318 NA Emissions from International
Total 10,475 13,214 26.1% Distribution Centers NA 1,183 NA

Total 761 1,995 162.1%

Nicaragua
CO, Emissions by Type of Souice Tonnes of CO, Equivalent Nore: Calculated figures, e.g. totals, may not match due to
!Tyﬁ::m:’ Emissions Solrce 2005 s tchangz]  rounding differences.

Direct 398 2,361 492.99%
Indirect 5104 7,289 42 8%
Total 5502 9,650 75.4%

Direct CO, Emissions Tonnes of CO; Equivilant
;Emissians Souree '2'4‘:.}{‘)5 ‘ 0h %'-:haég‘ei

Refrigerants 365 1,767 383.8%
On-Site Combustion 33 594 1,702.2%
Tatal 3498 2361 492.9%
Indirect CO, Emissions Tonras of €O, Eguivakent

' {E'mis's.km{s Source 2505 XS - schange]
Purchased Electricity 5104 5,500 7.8%
Ermissions from International
Distribution Centers NA 1,788 NA
Total 5,104 7,189 42.8%
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South America
O, Emissions

Tonnes of <O, Eguivalent

Argentina
CO, Emissions by Type of Source

Tonnes of {0, Eyuivalent

Cansy 2005 2006 Wchengsl | Type af Emlssions Source L WOS v 05 GhQuwnge
Argentina 23,666 32120 35.7% Direct NA 3940 NA
Brazi| 211,785 456,661 115.6% Indirect 23,6566 28,80 19.1%
Total 235451 488,781 107.6% Fotal 23,666 32,120 35.7%
(0, Emissions by Type of Source Tennes of CO, Eyuivatant Direct €0y Emissions Tonngs of (0, Eguividant
Iype ot Ermissians Source o z00% RS %changi] |Emissions Sotrce - 28 006 Scharge
Direct 151,474 365,128 141.0% Refrigerants NA 3784 NA
tndirect 83,976 123,653 47.29% On-Site Combustion NA 156 NA
Toral 235451 488,781 107.6% Total NA 3,940 NA
Direct C0O, Emissions Tonnes of CO, Equivalert  Indirect O, Emissions Tonnes of €0, Equivalent
13 - 3 T . T T o - N I R )
If’mi:;siqns Source 2005, AR ch,ar}qe[ !Emissioris Sowice - E i i A clgar\ggl
Refrigerants 151,204 364,612 141.1% Purchased Electricity 23,666 25,958 9.7%
On-Site Combustion NA 156 NA Emissians fram International
Airplane 270 360 33.3% Distribution Centers NA 2,222 . NA
Total 151,474 365,124 14106 ot 23,666 28,180 19.1%
Indirect CO, Emissions Tornes of CO, Fuivalent United Kingdom _
T T . - ) —3 €O, Emissions by Type of Source Tarnes of CO, Equivalent
l(_mlssﬁ;m Setide COOUs Wm0 % r.}'ar:g;e:k r— - : - s L
' ‘ ' , e of Erilssions Sourcs ~ Y 2005 008 shihange
Purchased Flectricity 83976 81,502 o [prolbilsonsfowce | v 00h : (M08 [ . hang
o : Direct 417,850 547,19 30.9%
Emissions from International
Distribution Centers NA 42,151 Na Indirect 678,526 704,590 38%
Total 83,976 123,653 a7.2%  Total 1096375 1251703 14.2%
Brazil Direct CO, Emissions Tonives of CO, Equivalent
€O, Emissions by Type of Sowce Tonrues of €0, Equivalent ?rm,wqp&sau,,j B ' ﬁ;).':‘)gg. Hne i m.mgpl
;*I'ype of Epvisshoirs Source 2005 pd AR cf*::rxg;-! Refrigerants 285,095 323096 133%
Direct 151,474 361,189 138.4% On-Site Combustion 132,755 85492 {35.69}
Indirect 60,310 95,473 58.3% Trucks NA 138,530 NA
Total 211,785 456,661 115.6% Total 417,850 547,119 30.9%
%
Direct CO4 Emissions Tonnes of CO» Equivalent  Indirect €O, Emissions Tonnes of C0; Equivalent
ng\isslcns Sourbe” ZUQS . 00 '.*r’.{ch:'m:y:i ?EP’JISSlQﬂ‘ Sa;uraé i C oS, ML - W% t.hat‘-g-;-j
Refrigerants 151,204 360,828 138.6% Purchased Electricity 678526 704,590 38%
Alrplanes 270 360 333% Emissions from International
Total 151,474 361,189 138.4% Distribution Centers NA NA NA
Total 678,526 704,550 3.8%
Indirect CO; Emissions Tennes of CO. Equivilent
{E&Esf{lm\‘s Seyiroes L S005 S0 fcheig q’ Note: Calculated figures, e.g. totals, may not match due to
— . rounding differences.
Purchased Eectricity 60,310 55,544 (7 .99%)
Emissions from International
Distribution Centers NA 39,629 NA
Totak 60,310 495,473 58.3%
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Asia Pacific
€0, Emissions

Tentnes of {0; Epuivalant

Japan
€0, Emissinns by Type of Source

Tonres of O, Equivalent

éCuuntry 2005 L ' ‘?ﬁfchange] {pregf Er;sgi.;sléhg Source ' xS 2006 G dwm_;ﬂ
China 576,333 465,472 (19.296) Direct 94,844 308,487 2253%
Japan 518,393 748,345 44.4% Indirect 423548 439857 3.9%
" Total 1,094,725 1,213,817 10.9% Total 518,393 748,345 44.4%
CO4 Emissions by Type of Source Tonnes of OO, Equivalent Divect CO; Emissions Tannes of CO; Fyuivalent
Ty o fmissions Sauite Er | P08, < thchiogd] [E?ﬂssion,s" Soute Claws, Y 06 - Sechange
Direct 428,144 441,973 3.2% Refrigerants 44,184 242487 448.8%
Indirect 666,582 771,843 15.8% On-Site Combustian 50,585 65919 30.3%
Total 1,094,725 1.213,817 10.9% Cars 75 81 7.9%
Total 94,844 308,487 225.3%
Direct CO, Emissions Tonnas of £0; Eguivalent
!Emissions Suarcg 2003 066 % ""haﬂgel Indiect CO, Emissions Tonres of CO, Equivalent
Refrigerants 44,184 279,007 531.5% li‘misslés)s Souice M5 s dhdhange
On-Site Combustion 383,884 162,446 (57.7%) Purchased Hectricity 423,548 439,857 - 39%
Cars 75 520 589.8% Emissions from International
Total 428,144 441,973 3.2% Distributlon Centers NA NA NA
Total 423,548 439,857 3.9%
Indirect CO, Emissions Tennes of CO, Eguivalent
Tmtostoms S ¥ . y D’Jé-' . ehehan qt} Note: Calculated figures, eg. totals, may not match due to
— - +  rounding differences.
Purchased Electricity 665,582 75241 12.9%
Emissions from International
Distribution Centers NA 19,432 NA
Tatal 666,582 771,843 15.8%
China
€04 Emissions by Type of Source Torinas of CO, Eguivikin
ﬁyprr of Ernissipas Soure 2008 pli R (;hangA
Direct 333,299 133,486 {60.096)
Indirect 243,033 331,986 36.6%
Total 576333 465,472 (19.2%)
Direct €O, Emissions Tonines of £0, Equivalent
{Emi:zsinns Source _ -2(}0-5- ' .2.0{{?; ) bhange
Refrigerants NA 36,520 NA
On-Site Combustion 333,299 96,527 (71.09%)
Cars NA 435 NA
Total 333,299 133486 {60.09)
Indirect CO, Emissions Tonines of (O Eguivalent
'E_missions Source ) F0US 7‘ )5?@6 % i'l‘,.&[];jﬂ;
Purchased Electicity 243,033 312,554 28.69%
Emissions from International
Distribution Centers NA 19,432 NA
Total 243,033 331,986 36.6%
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Sustainable Products

We know we have a powerful role to play in helping people

live better through access to affordable, sustainable products.

At the center of our efforts is the conviction that people
shouldn't have to choose between products that save them
money and products that have minimal impact on our
environment. Qur core customers shop at Wal-Mart to get
the best value for their money, and when it comes to
sustainability, we are dedicated to providing them with that
same value. With all of our products, we want to provide our
customers with the assurance that not only are they getting
value and quality, but they are getting a product that was
produced in a socially responsible manner. To help us deliver
on these goals, we have created Sustainable Value Networks
(SVNs). Over time, our networks will help us provide our
cystomers with more sustainable and affordable products,
while also reducing waste.

New Markets for Consurner Products

Qur efforts to develop new markets for sustainable technologies have
moved beyond logistics and operations and on to our store shelves. One
great example is a product developed through a partnership with Unilever
that explored how we could dramatically reduce the packaging on All*
detergent. In February 20086, Unilever unveiled All Small-and-Mighty*, an
innovative product that is three-times concentrated and contains enough
detergent for the same 32 loads as a 100-cunce bottle. With this producr,
Unilever estimates yearly savings of 11.5 million pounds of packaging
waste and 864,000 gallons of diesel fuel.

In additlon to detergent, we are working with suppliers to develop
“Extended Roll Life” products that condense several rolls of either toilet
paper of paper towels onto one "Extended Roll Life” roll, For example, the
Charmin® 6 Mega Rall pack contains the same amount of toilel paper as a
regular Charmin 24-roll pack. By selling twice as many Charmin® 6 Mega
Roll packs, we can ship 42 percent more units on our trucks, eliminate 835
million cardboard roll cares, eliminate 360,087 pounds of plastic wrapping
and reduce our diesel consumption by 53,966 gallons.

To eliminate non-paper waste associated with paper praducts, we are
working with suppliers o ellminate the wrapping from individual paper
towel rolls that are sold as a multiple unit package. By reducing a small
amount of plastic from one type of product, we can eliminate hundreds of
pounds of trash from landllls every year.

Beyond the money and energy we save, lies the potential to create new
markets for these products, which happens when our competitors begin
selling these products as well. Ultimately, this competition within markets
can lead to significant savings in cost, CO: emissions and packaging that
are far greater than what we could do alone.

Compact Fluorescent Light Bulbs

A product ke compat fuctescent ght bullzs (CFL} 1s one examiple of
b we are misking it 2asier for owl customers 0 be pat of the carbon
solution. Converting just ene conventtonal light bulb o a CFL can save &
customer up 1o $30 in 2lectric costs over the fifetime of the bulh, ai veall ag
pravent pore than 119 pounds of coal from belng bumed and reduce
qreenbinuse gas emlsions by 450 pounds We challngod cursebves by
satting a goal 1o sell 100 mitlion CLLs by 2008, and in Octoher of 2007 we
reached that goal. In dairg s6, wa're enzhling our customais 1o be part of
the dimate chinge: solution, and we £epect 10 Save GUE Custommer s 53
sillion In enevgy costs and pravent 704 millton inczndescant bulbs fiom
seaching landiiils, Moresver, we will pravent 25 million tons of catbon
dioice: Treim being eheased, which ic the equivalant of taking | million
ears off the 1oad,

Jewelry

For every ring that is made, gold mining generates approximately 20 tans
of waste. Most of the worlkd's gold deposits consist of microscopic specks
that must be chemically extracted from rocks using thousands of gallons
of cyanide. As the largest retailer of jewelry in the world, we see an
opportunity to bring more sustainable practices to this industry, and we
are working toward that goal through our Jewelry Network,

We want to have the confidence that the gems and minerals In our jewelry
are extracted, refined, manufactured and sold in an environmentally
sustainable and socially responsible way. This encompasses everything
from promeating safe labor practices, to minimizing the local and ecological
impact. Reaching these goals requires complete transparency in the
supply chain. To achieve this much needed transparency, we are changing
the way we interact with our suppliers and working to better understand
our supply chains. We are also expanding our partnership efforts to include
not only manufacturers, but also the mining companies themselves.

We have made some significant progress in the jewelry arena. To begin
with, we participate in the Initiative for Responsible Mining Assurance.
Our hape is that this will lead to a widely agreed-upon "certification-type”
system for the miining industry, covering enviranmental, social and human
rights issues. We are identifying a diamond mine, a gold mine, a
manufacturer and a third-party verlfication company to produce new
praducts in environmentally sustainable and soclally consclous ways, and
to test more transparent supply chain practices.

In addition, we have laid the groundwork to test gold recycling, and we
plan to initiate that project before the year’s end. We are also warking to
make sure the packaging and distribution of jewelry is more sustainable.
So far, we are switching to biodegradable pallets and packaging for
watches and fragrance, as well s recycled poly bags for fine jewelry. By the
end of the year, we intend to switch to biodegradable bags for fine jewelry.

To achleve true progress in this arena, we know that we need to have the
metrics in place to measure results, As we look to the future, our goal s to
better manage our progress by developing measurements for the following:
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« Products with traceable gems and metals;
» Recycled metals in products; and
+ Use of recycled or blodegradable packaging.

Facts and Figures
Feor every ting that ic mada, gold mining generates appraimately 20 1ong
of waste.

Mast of the waeld's gold deposits consist of microscopic specks that must
be chernically exrraclod froim ecks using thowsands of gallons of Cyanice,

Seafood

During the past 50 years, the demand for seafood has increased five-fold.
As a tesult, three-fourths of the world's fisheries ase being fished at or
beyond sustainable limits, Only 10 percent of large ocean fish like tuna and
halibut still exist. And it's not just the health and supply of fish that is at
stake; over 1 billlon people rely on fish as their primary source of proteln,
and 200 million peaple rely on the industry as their main source of income.
For each of these reasons, maintaining marine life has never been more
important than it is today.

As the world’s largest retail seller of seafood, we know that by working 1o
affer sustainably harvested seafood at affordable prices, we can impact not
only our customers, but the industry as a whote. So, through our Seafood
Network, we are working on several programs to help change the way we
offar seafood to our customers, and hopefully in turn, positively change
the larger seafoad marketplace.

In February of 2006, we made a pledge to source all wild-caught fresh and
frozen fish for the North American and UK market from fisheries that meet
the Marine Stewardship Council's (MSC) independent enviranmental
standard within the next three to five years - a pledge that ASDA has
already fulfilled. For farm-raised aquaculture products like shiimp, we ask
suppliers to obtain certification by the Aquaculture Certification Council,
Inc, (ACO), an independent, non-governmental body established to certify
soclal, environmental and food safety standards at aquaculture facilidies
around the world, The ACC audits the processors’ hatcherles and farms to
ensure they comply with the best aquaculture practices as established by
the Global Agquaculture Alliance (GAA).

Today, we have 22 products available in all our stores - including wild-
caught salmon - that are MSC-certified. This is only a start, but we are
confident that we will be able to meet our three to five year goal. Our
farmed-shrimp factories have been certifled by the ACC as using
responsible practices and controls, and we are currently n the process of
having shrimp farms become ACC-certified as well. This has already been
completed by ASDA. Beyond cetifying the products we sell, we are
working with Conservation International and other organizations to
research investing in Marine Protected Areas that help preserve ocean
wildlife and healthy fish populations,

Clearly, protecting our fisheries and ocean wildiife is an issue that knows
na borders. Therefore, our next step in this arena will be to replicate the
progress we have made in North Amerlca on a broader, international
scale. By cantinuing to feverage the strength of our Network and using
our learnings from our US. efforts, we are confident that we will be able
to get there.

Facts and Figures

ty Bevazry 2007, the Seafood Cheicas Alllance recognized Pater Redmond,
fivisianal spetchandics manzger, Dell and Seafood, with the Sesfood
Champion Awardd for outstanding laadership in elevating the issue of
saafond sustainability,

Food and Agriculture

The environmental impacts of the food and agriculture industries — both
pasitive and negative — are as numerous as they are varied, Production
agriculture requires large amounts of water, energy and fertilizers during
the growing stage. Bringing agricultural preducts to market also requires
significant amounts of fuel, natural gas and electricity o run
manufacturing, refrigeration and other systems. Additionzlly, oil potymers
are used in abundance for packéging and generate huge volumes of
disposable packaging and waste.

As the largest grocery retailer in the United States, and with operations in
14 markets, we see a responsibility and an opportunity to pramote more
sustainable practices in the food and agriculture industrles. Through our
Food and Agriculture Network, we are working to reduce food miles,
increase the efficlency of aur produce shipments and encourage best
management practices In farming and food processing across the supply
¢hain to ultimately bring more sustalnable products to our shelves.

This effort requires improvement in overall eco-efficiency ranging from
reducing agra-chemical usage to improving water and soil management,
Additianally, beyand the farming sector we intend to stimulate widespread
environmental improvement throughout the food supply chain. For
example, In the United States, it is estimated that produce travels an
average dlstance of 1,500 miles from farms to the homes of our customers.
An unintended societat consequence of this geographic concentration is
that many rural communities with rich agricultural traditions are in rapid
econamic. decline. Acknowledging this, one of our primary focuses is
reducing *food miles? For our buying team, we have introduced a“Food
Miles Calculatos” which allows our buyers to enter information on each
supplier and producy, determine product pick-up locations and select
which of our 38 food distribution centers the product will reach. This
yltimately allows the calculator to compute the total food miles.

To further reduce food miles, we're buying more produce locally, especially
items like potatoes, tomatoes and peaches. We are also working with state
departments of agriculture and suppliers to develop growing areas for
products such as comn (Mississippi) and cilantro {Southern Florida) in areas
where those products were not previously farmed, Not only will these efforts
save food miles, but they will provide our customers with fresher products.
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This initiative will serve 10 enhance our long-term commitment t©
reinvigorate the economic vitality of rural communities, Additlonally, It
creates meaningful economic options for farmers in production areas
which are under pressure of rapid urbanizatlon.

Packing our trucks more efficiently Is another way to significantly reduce
food miles and waste. Recently we established the West Caast
Consolidation Center in California. The center replaces less-than-full
wuckload produce shipments with full ruckloads, We estimate this saves
almost 5 million food miles each year, and dramatically reduces the
number of trucks required to supply the same amount of product.

Outside the United States, we take pride In the fact that at our ASDA
stores, approximately 90 percent of the fresh food that can be sourced in
the United Kingdom is sourced there. Beyond reducing food miles in the
United Kingdom, we are working ta reduce aur carbon footprint by selling
products that have been produced using renewable energy, such as
Respectful Eggs. Respectiul Eggs are free range eggs produced with half
the carbon footprint of standard free range eggs. This is done by
exclusively using wind and solar power sources on the farm, as well as
locatly grown and produced feed for the hens. In our Brazil stores, we have
over 400 SKUs (Stock Keeping Units) of organics in categorles such as juice,
meat, poultry, fruits and vegetables. Our goal is to have at least one
organic product for each food category in Brazil by the end of 2007.

Providing our customers with affordable access to iterms they want - such
as organically grown produce and fair trade coffee - Is another focus of our
efforts. While the sale of organic and fair trade products are an Important
inltiative for us, our maln focus is making a broad range of familiar products
more sustainable and accessible to everyone. Therefore, our priority 1s to
ensure that we provide fair trade and organic products that meet the same
high quality standards that all of our ather merchandise meets.

Today, we are also working to introduce a supplier scorecard, which we
aim to launch in 2008. The scorecard will require our food suppliers o
respond to a manufacturing, farm and/or supply chaln questionnaire,
depending upon the nature of their business. The answers on each
scorecard will generate a relative score for key sustainability metrics, such
as water use, energy use and waste. Our buyers will be able to use the
scorecard when making purchasing declsions.

We believe that measuring and Incentivizing suppliers will stimulate
innovation and hefp them achieve dramatic improvements in their
environmental performance. This, in turn, will contribute to a widespread
shift in the way food is grown, processed and distributed.

As we continue to meetl the growing demand for foed that is farmed,
processed and distributed in ways that pratect our natural resources and
communities, we remain committed to ensuring that those products meet
our standards for consistent, high-quality food - from the farm to the
dinner table,

Facts and Figures
fry tha dinitad States, it is estlimzted that produce travels an aveage
distance of 1,500 milas from fanns 10 the hames of our cuslomess.

Chemicals

In the last 50 years, the Introduction of new chemicals to our homes and
workplaces has brought greater convenience, quality and efficiency to our
lives. At the same time, we're leamning that some of these chemicals may
have unintended and harmful consequences for our health and
environment, In fact, according to the United States Environmental
Protection Agency {US. EPA), the air inside the typical home is on average
two to five times more polluted than the air outside. In extreme cases,
Indoar air can be 100 times more contaminated, largely because of
household cleaners and pesticides.

While we only sell products that meet government regulation, we believe
we can take greater responsibifity and leadership in moving beyond
compliance and drive the development of products that are better for our
environment and for our health. Through the Chemical Intensive Products
Network, we are weorking to make this vision a reality. The Network's
strategy is to identify chemicals of concern and encourage suppliers to
explore and bring to market innovations that contain safer alternatives.

With hundreds of products that contain chemicals on our shelves,
identifying which chemicals may be hammiful Is, without question, a
challenging task. By working closely with our supptiers, we are tackling this
chalienge and seeing progress. One way we'te doing this is through our
"Preferred Chemical Princlples; which were established in 2006 to set out a
clear set of preferred characteristics for product ingredients.

The principles are:

+ Embrace the spirit of the precautionary principle by taking action toward
finding better alternatives when we suspect that an ingredient in a
product or the product Itself is capable of causing harm to human health
and the environment. :

» Estabiish leadership by going beyond compliance with legal
requirements and moving towards ingredients with preferred
chatacteristics, '

- Demonstrate concern for the entire product life cycle by not only
acknowledging the role that exposure and risk assessment play in
understanding the potential risk to customers, but also establishing
that our concerns extend beyond the end user of the product and
relate to the entire life cycle, including the production of the raw
materials used In products. :

- Focus on human health and the environment by concentrating on
chemicals that, with regard to hazard, are known to be likely or probable
human car¢Inogens, mutagens of reproductive toxicants.
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Using these principles, we identify “priority chemicals” or "chemicals of
concern’ Our immediate focus is chemicals that have been classified as
“known, likely” or “probable” human carcinogens, mutagens or
reproductive toxicants. We also focus on chemicals that are persistent, blo-
accumulative and toxic. Chemicals with all three attributes are of the
greatest concern. To date, we have announced three priority chemicals
that we have asked suppliers to remove of replace.

To help our suppliers identify priority chemicals in their products and
replace them with safer alternatives, we have implemented a three-step
process:

+ Awzieness — where participating suppliers are given a period of time to
Identify for us any of their products that currently contaln one of the
priority chemicals;

* Davelopmentof an Action Plan — where suppliers comemunicate to us
their plans regarding the removal of priority chemicals from their
products; and

» Reconnition ayl Paward - where we acknowledge the suppliers who
participate and reward them for their effarts,

As we ook to the future, we are focused on extending this three-step
process to additional priority chemicals. Our goat is to notify suppliers of
our desire to remave or replace these chemicals and to inltiate the three-
step process on an ongoing basis. To further engage suppllers, we are also
developing a product sustainability screening tool. Through the tool,
suppliers will be able to leam about ways to identify and replace chemicals
of concern In their products.

In Octohor 2006, the Chemical inmnsive Prodast Nelwaork hosted the
Medorule-to-Malecule Meating 1o crrouradge Innovation I procints

that meet the Prelired Chemical Plinciples, A the twe-day syimposiung,
ther netwark anpounced the fira tiree "prionity chemicals! o shemicals of
Aot IS encounaging the

i chemicals ton which the

concen,” Those

dercelopraent of aiamatives 'We o2 encounaging canmnt cuppliers of produas
that contain these chemicals w mave toward exploring the use of Innovative

replacemant chemicals that ineet the Preterred Chemical Rinclples,

Thene ficst thres chomnicale gro

« Propaxur — Preposu s in the chemibcal sllod carbamates aref bas
Peen declared  be g “pobable human ssrcinogen” by the US EPA
Dnce o widely ysog nsecticide, it s stll Found today in s small number of

ISl CORLR Prociscis,

¢« Peymethrin — While this Chemical found in i
aluernat

ey s peaferrerd
uses] insect contind
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Wood and Paper

We depend on forests 1o regulate the water cycle and stabilize soils, 1o
provide a home for diverse plant and animal life, and to furnish us with
vital supplies of food, medicines and wood. in addition, we rely on them to
absorb carbon dioxide and impede global warming. Yet, an area of forest
the size of a football field Is cleared every second. That’s 86,400 football
fields a day. in topical forests, it's estimated that 50,000 species become
extinct each year because of deforestation.

The world's demand for paper and wood also impacts energy and water
use. The pulp and paper industry Is the world's fifth-largest industrial
consumer of energy and uses more water t produce one ton of product
than any other industry.

To address these issues, our Farest and Paper Network aims to:

» Develop transparency 1o the wood fiber source with suppliers that
manufacture wood-based products;

« Create incentives for more suppliers to convert to certified wood;
» Drive category penetration of extended rolt paper products; and

» Push for recovery of wood and paper products while encouraging the
use of recycled materials when appropriate to the lifecycle.

By collaborating with our suppliers and changing practices within our own
company, we have made progress toward reaching our goals.

We published guidelines for the Wood Furniture Supplier Preference
Pragram. These guidelines will encourage all of our suppliers to embrace
transparency for wood fiber and raw materlals by 2010 and give preference
to suppliers that can already verify use of sustainably harvested and
recycled wood fiber. When we discover sustainable factory issues, we are
committed to seeking alternatives, or even removing products from
shelves. This was the case when we let our suppliers know that we would
stop buying cypress muich - bagged or forested in Louisiana ~ because of
concerns around the loss of cypress forests along the coasts in that state.

Within our own four walls, we've intioduced tall pallets for paper towels in
Sam's Clubs, which eliminated a middle wooden pallet used In shipping
and storage. In addition to saving over 540,000 wood pallets a year, this
one change can save us up 1o $2.3 million. We've also introduced
approximately 60 different Extended Roll Life (ERL} products in our US,
Wal-Mart stores and around 10 ERL products in Sam’s Clubs,
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In the United Kingdom, all hardwood garden furniture sold at ASDA is now
certified by the Forest Stewardship Council (FSC), an independent, non-
profit organization devoted to encouraging the responsible management
of the world's forests, This certification ensures that the timber used is from
a legal, sustainable and renewable forest resource. ASDAS own brand toilet
paper — ASDA Shades - Is made with 75 percent virgin materlal and 25
percent recycled material, All of the material Is 100 percent FSC certified. It
is the United Kingdom's top-setling toilet tissue today.

In an effort to ensure that our forests are protected for future generations,
our Wood and Paper Netwark is committed to redesigning the way we
source, use and make producis from trees. Given the number of products
we source — and the number of suppliers we source from ~ this is'a
complex task. It's difficult to know if the products we source are coming
from certified suppliers and are being made using legally sustainable
practices. This underscores the need for greater transparency in the
system, which we are working to achieve,

Facts and Figures ) .

The pulp 3 paper industry is the workd's Gith-largest Industrizl consunie
of anargy and uses mosa water 1o aduce one ton of preduct than any
other industiy.

Textiles

Meeting the textile needs of a growing global population presents a set of
unintended consequences, reaching from farm fields to the washers and
dryers in our homes. Millions of pounds of ail-based chemical pesticides
and fertilizers are used to grow cotton. Not only can these pesticldes leach
into our water supplies and negatively impact the health of the farmers
that use them, but our rellance on them contributes to our world’s
growing dependency on il Cotton farming also requires a remendous
amount of water. Still, many argue that the greatest consequence of the
growing demand for textiles Is the energy used to [aunder the sheets,
towels and clothes that are made out of them. In the United States,
washers and dryers generate the same amount of greenhouse gas as
having 2 million cars on the road annually.

The textile SVN's mission Is to reduce the unintended costs associated with
our supply chain so that we can offer custamers sustainable clothing and
textiles at affordable prices. As we work toward this goal, we have reached
significant milestones, and we continue to set new ones. Today, we are Lhe
largest single purchaser of organic cotton in the world, and the world's
largest purchaser of conversion cotton - cotton grown without chemicals,
but waiting to be certified as arganic. We expect to see an estimated 20
percent increase in organic colton sales in 2007 over 2006. Our efforts in
this area have protected water, soil, farmers and habitats from exposure ©
millions of pounds of toxic, oil-based chemicals and pesticides.

We aie also exploring new alternatlve fibers, We are currently working with
recycled fibers, bamboo and soybean to explore how we can provide
high-guality textiles that are both affordable and have limited
environmental impact. From 2006 to 2007, we estimate a 155 percent
increase in sales of alternative fibers.

As we work to minimlze the impact of textiles, we recognize that we need
to examine the entire life cycle of the product - even after it leaves the

- store, One way that we can do this is through post-purchase care lzbeling,

Today, we are working with our ASDA stores in the United Kingdom to test
3 labeling program that suggests cold water wash for clothing, Already, the
George brand In the United Kingdom has dropped the recommended
wash instructions on all of the dothing in its line to 30 degrees Celsius.
Additional findings from this program will help to position our next steps
In post-care labeling.

Lastly, and perhaps most importantly, we are nearing the launch of a
supplier scorecard, The scorecard will ask questions about factory sourcing
and post-production areas, When launched, It will enable us to more
effectively engage the support of aur supply chaln to meet our SVN goals
of identifying and minimizing inefficiencies within product life cycles and
drive continuous impravernent within our supplier base,

Facts and Figures

Tetday, Wal-Mait is the largest single purchasae of oiqanic cottor in the
weenkd, and the world's Largest puichasar of convid sion cotron - aotion
grovam without chermicals, but walting to be cenified as onganic.

Conversion Catton

In 2007, wa partneied with a large cotton spinner 1o commilg to the
purchase of more than 10 milicn pounds of convension conan. O airn
wass ot oty Lo use aned selt the protuct, but Le ultimately haip establish
means 1o market the cottan ac a pore sustainabla alternative to

conventionzl cotlon.

Conversion coltar is a great example of the complesdty involved in
expanding the organic textle Indusiry. To be fully certilfed ¢$ organic
cotton, cottan st be giown on virgin lard, which s lzad that has nor
neon famed i the three provious yean, o tas quae thicugh 3 thiee-year
carversion pefiosd. During thiz converslon padod, many farmers s2e 2
recuction in outpu for che firsg o yeses, I addition 1o thie raduntion, the
RpUL cests ingreree, a5 the crops miusd begin the certillcation process, yet
carnaot be sakf ag aiganic fon thiee years. In the pest, these corvarsion
crops veere baing sold as conventional collon at amuch lower price, so

proany farmens sinply Sropped convesting 1o arganis raduction,

Electronics

As we rely increasingly on electronics and technology to bring greater
efficiencies into our lives, we are faced with a problematic and complex
concern, E-waste, which Is ald electronics discarded for waste, Is piling up
in landfills at an estimated rate of 20 to 50 million tons every year. Much of
that waste contains heavy metals and chemicals that can leak into our soll,
air and water supply.

Ancther concern is the increase in the amount of energy consumed by the
use of electronics, Some of that energy is “phantom power” - the energy
consumed by electronics while not in use. Phantom power can amount 10
more than 40 percent of overall efectricity use.
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To that end, our Electronics Netwark Is taking a two-pronged approach.
The first Is to work with our suppliers to reduce the overall energy of
products used, as welt as Lo introduce more "auto power down'” features on
electronics so that they automatically go into standby mode when not
being actively used. Our second appraach is to Inform consumers about
the dangers of phantom loads through education and better labeling. Not
only will this help our customers save money, [t will also reduce these
unnecessary emissions.

These are just a few of the challenges the Electronics Network is
addressing. Together with our suppliers, we are warking to bring our
customers more sustainable products and solutions, and to reduce the
environmental impact of the electronics industry as a whole.

As we do so, it's important that we address the entire lifespan of the product
- from the chemicals and waste used in production, to packaging, to the
way our customers use electronics in their homes and dispose of them.

We began by looking at the production process. Today, we are close to
achleving our goal of certifying ail personal computers (PCs) 2nd large
electronics, such as televisions, as "RoHS-compliant” by the end of 2007.
RaHS - or Restriction on Hazardous Substances — is a set of European
standards that restricts the amount of hazardous substances in electronics.
In fact, Wal-Mart was the first retailer in the United States to offer 2 RoHS-
compliant laptop.

We are also working closely with aur suppliers to increase the effidency of
many of the appliances we sell and are encouraging them to get their
products ENERGY STAR-certified. We will also be launching an Electionics
Scorecard which will gather product information from suppliers on the
product's energy efficiency, durability, packaging and end-of-life solution.
Our buyers will be able to use this information to influence their
purchasing dedisions.

In the Unlted Kingdom, the electronics team at ASDA is undertaking & trial
program that Is removing "standby buttons” on our private label televisions.
Depending on the success of the test program, which is aimed at
eliminating this energy-wasting option, we may expand the roll-out to
include all private-label televisions by the third quarter of next year.

Corresponging to our philosophy on waste, we are also investing our efforts
in electronics recycling. This year, we hosted more than 40 e-waste recycling
events where community members in a number of cities across the United
States could drop-off their used electronics for proper recycling. During
these events, we prevented more than 124,000 pounds of unwanted
electronics from being sent 1o landfills. As we move into 2008, our goal will
be 1 do even more events and eliminate more e-waste next year,

While our efforts represent small steps, they are steps in the right direction.
To diive industry-wide change, we will continue working with our
suppliers to identify sustainable solutions that can be used at every stage
of an efectronic product’s life cycle.

Facts and Figures
tlateonles wasre 1= pabing up in lardfills at an astimated e of 200 50
miflion wns every year

Supply Chain

Because our products come from both around the corner and around the
globe, It is essential that we work with suppllers to make our merchandise
more environmentally friendly, and at the same time, help them become
more sustainable businesses in their own right.

In 2007, we announced an effort to measure the ability of our suppliers to
reduce packaging and use more sustalnable resources. Qur goalisa 5
percent reduction in overall packaging by 2013. With mare than 60,000
suppllers around the world, the impact of this 5 percent reduction could
be equal to remaving 213,000 trucks from the road and preventing 66.7
million gallans of diesel fuel from being burned, per year. Not only will this
beneflt the environment, but it could save our supply chain more than
$3.4 blllion. Because we wark with suppllers from all over the world, this
makes it a truly global initiative in scope, For instance, our UK. diviston,
ASDA, recently announced its own goal of reducing packaging on its own
food label by 25 percent by the end of next year. As our efforts spread to
other suppliers and retallers outside of Wal-Mart, we belfleve this packaging
reductlon could save the global supply chain nearly $11 billion.

within our supply chain, there are many opportunities beyond packaging
to promote sustalnability. Through our Energy Efficiency Programs, we are
sharing best practices in energy efficiency with our suppliers. We have also
begun to look at our work globally — and at particular countries such as
China - and explose what we can do to foster sustainable practices in the
countries where many of our suppliers source thelr goods,

Facts and Figuies

Redhitcing packaging at Wak-Marr overalh by 5 percent coutld be eaual 1o
rameving 213,000 trucks fram the read 2nd preventing 66.7 miflion galions
of dizsel luel hom being burned, per vear,

Not only will this benefir ihe srvirorament, but it could save curf supply
chadn more than $3.4 billlon.

Packaging

Have you evar noticed that after taking an itern out of its package you are
sometimes left with mare packaging than product? We noticed, and as
we've worked to become a more sustalnable business, we have identified
packaging as one of the most effective places 1o begin to make changes.
By focusing on the way that our products are packaged, we can take same
initial steps in achieving our long-term sustalnability goals.

To help s get there, we have set some global packaging benchmarks that
will help gauge our progress, They include:

« Creating a closed loop on packaging where we ultimately become a raw
material supplier to packaging manufacturers;

+ Reducing packaging 5 percent by 2013;
+ Becoming packaging neutral by 2025; and

+ Replacing PVC {polyvinyl chloride) in Private Brand packaging.
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Perhaps the most transformative of these goals focuses on closed-loop
packaging, To meet this goal, we need to work with more than 60,000
suppliers to reduce the size of packaging and drive the use of renewable
and recyctable materials that can be used to make future packages. By
recycling rather than sending packaging to a landfill, we aim to profitably
close the loop on packaging.

In retail, products vary wildly, but packaging generally remains consistent
across geographic bordars, which enables our Packaging SYN to have truly
global goals and a truty global impact. The Packaging SVN Is comprised of
approximately 200 representatives from such areas as government, non-
governmental organizations (NGOs), academia and industry. One of the
moast exciting results of this global collabaration is the Packaging Scorecard.

The Packaging Scorecard was officially announced at the Clinton Global
Initiative in September 2006. It was then launched to Private Brand
suppliers on November 1, 2006, and unvelled to all suppliers on February 1,
2007, The scorecard evaluates our suppllers around the world on the
sustainability of their packaging and rates them relative to their
competitors. In the first month, more than 2,000 vendors logged onto the
site and mare than 100 products were entered into the system. On
February 1, 2008, our buyers will begin using the scorecard results to
inform their purchasing dedislons.

To help us reach our PYC goal, the Packaging SVN will develop a standard
for PVC in packages. We anticipate that by the third quarter of 2008, we
will be able to use the scorecard to determine how many products will
continue to be packaged in PVC and take steps to eliminate it from Private
Brand packages.

We are also working to engage our suppliers through packaging faies. In
March 2007, we hosted the second Sustainable Packaging Exposition. AL
the exposltion, approximately 130 packaging suppliers showcased nearly
3,000 packaging alternatives made out of renewable resources such as
corn or potatoes. These sustainable materlals can reduce or replace
expanded polystyrene, increase recycled content in materials and replace
clamshells composed of non-recoverable materials,

As wa move forward, we need to expand our vision of the role we can -
and should - be playing in packaging. There Is always room to do more
and better. The sheer number of suppliers Interested in this area requlres
mote time and staff to educate these suppliers about our approach ©
packaging — and It is an investment we need to consider. In addition, it's
difficult to track progress If suppliers are resistant to using scorecards, so
we need to work with them to help them understand how scorecards can
add value 1o their own businesses. We have only just begun to reach our
potential in this area. Capturing the rest of the opportunities will lead to no
less than a total transformation of our business.

Partneiing with Suppliers to Reduce Packaging

Jo 2405, v pastnered with Unilever 1o dearnatizally reduce the packaging
o 55 All® delegent in Tebruary 2005, Unilever anveiled All Small-and-
Mighty™, an innovative

proguct it is three tnes as concerdrated 33

peautlar datergent 2 conlzins epough prockuct to wash 32 loisds of

laumlry — the s2ime as 2 100-atee bottle, Unilever expects veary savings
of 364,000 galtons of diecel fuel, & milllon pounds of plastic and 50 miltion
sauait: fent of cardbeard, Congerent with 1t sustainability mission, F&G has
alse annonnced that it will convert its entlee postiolia of liquid fundry
detergants to a "2 concentrared formula,

If we resch aur gral of wducing packaging by 5 parcent, we will not only
prevent mithians of pounds of trash lom i2aching lanehitls, we alio projecs
that we will save: 67,000 maetric tone of carbon diedide fror entering the
simaphere. This i equal 1o takirg 213600 tucks oif the 1gad per yea,
=nd saving 322,800 tons of coal and 667 miller gallons of diesel fael fiom
hising buned, W just 10 percent of the el industiy adopts this initiative,
o expecl nat savings of SHLES hillior, Additionally, the: Wal-Mart supply
chain alonz is poised (0 save an estimated $3.4 billion.

Sharing Our Energy-Efficiency Findings

Working to reach our goal to becomne supplied 100 percent by renewable
energy has forced us 1o innovate and think in new ways about our energy
use. We've realized that by communicating what we've learned with our
network of more than 60,000 suppliers, we can multiply the effects of the
changes we're making. So, we're excited by the discoverles we've made,
and we'te working to share those innovations with others.

Toda'y, we offer suppliers a survey of their facilities and suggest energy-
efficiency improvements based on technologies we've used in our stores,
Clubs and distribution centers. Upon survey completion, we provide a
proposal detaifing both the potential savings they can reap and the costs
of making the recommended changes. If the proposal is accepted, we
utilize our supplier relationships and our bid management expertise to
obtain the lowest costs possible for project implementation. To date, we
have only done this in the United States. To have a truly meaningful effort,
we will have to expand it abroad.

In adkdition to working with our suppliers, we are starting to pilot a similar
initiative for the businesses we serve. Sam’s Club has partnered with General
Electric and Applied Energy Services to pool our combined expertise and
help small business members run more energy-efficient businesses and
ultimately save them money on their energy bills {see Hughes
Performance/Sharing Energy Efficient Practices with Small Businesses.)

Case Study: Dana Undies

Dana Undies, & manulaciurer of children's clothes and underwesr, is one of
the supplicis that have worked with Us 10 becomne mure energy-eificlent.
The compainy conducts operations and distibution in a building of
FPPIOXinat ¥¥) srquaee foet avd disuibures it products worldwide
thrsugh etailers sach as Wel-Mart.

When Dana Urdies dacided 1o work sith us ts Barm how to educe s

energy use, aur angineers condusted a facilitios audit anad made seversl

surgglentions tor speetional chinges and capitat impuovemants. These
recommendatinns included planting Tiees near the facility, cleaning air
its, insrafling 3 while roof and retrofitiing \he facility with
112 lighting = mary of the Innevalicns we use in our own siores and

Loneditioning <o

distribution cantars,
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W then assisted with lighting design and wtilized our sefadonships with
fighting suppliers 10 secuwe the bast prive gvallable for the renovation.
As aresult, Dana Undies his seors s 52 parcent reduction in ks electsicity
bills. After 12 months, the Improvements it made paid for themselves in
SN2AGY Savings.

China

In the last 25 years, China has witnessed a wave of economic growth
unlike anything in the history of modern civilization. Millions of individuals
have been lified out of paverty and are today reaping the benefits of the
nation’s modem and vibrant economy. Yet, this tide of growth does not
come without unintended consequendcas.

With a large and growing retail presence, and a vast network of suppliers that
source from China, we see a responsibility and an opportunity to promote
practices that will sustain the counuy’s growth and protect aur worlds
natural resources. Through our China Network, we are forming partnerships
with government, industry and nen-governmental arganizations to identify
solutions for sustainable growth and supplier best practices.

One of the netwark’s ¢hief priorities has been the development of a
‘madel factory” program. The model factory will highlight excellence in
product quality, ethical standards and environmental practices — the
building blocks of sustainable sourcing. Over time, the network is
facilitating measurement of the following in participating factories:

« Energy reduced in gigajoules {GJ);

+ Water reduced in cubic meters (m’);

* Waste reduced in kilograms;

+ Carbon foatprint (CQ) reduced in kilograms; and
+ Percent of reused or recycled waste,

oyl el w2 N 59

To date, 13 suppliers have volunteered to be a part of our model factory
pragram, and we are working with them to dig deep Into their companies’
operations and saurcing models to help identify best practices and
improvements that ¢an be implemented in their factories and businesses
so that they can be more environmentally sustainable while malintaining
profitability. Our next step is to look beyond the factories to the raw
materlal sources themselves. To this end, we recently undertook a research
trip to explore appartunities for integrating more sustalnable practices into
the operations of raw materlal suppliers. To date, the cost savings for
factories totals 4.8 million Chinese renminbi {(RMB) or $640,000 {USD).

We are proud of our first steps, but the chalienges we face are significant
and complex, The high turnover of factorles and suppliers, combined with

a lack of long-term purchase commitments, has made progress difficult to

accelerate. We also see an untapped opportunity to collaborate In more
dynamic ways with the Chinese government.

Today, we estimate that there are thousands of export factories in China
from which we directly source goods. This does nat include the large
number af factories from which we indirectly source goods. Moving
forward, we must continue 1o look for innovative ways to engage alt of our
suppliers in the path toward sustainable development In China.
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Wal-Mart is Reducing Greenhouse Gas Emissions

At Wal-Mart, we know that being an efficient and profitable business and being a good steward of the environment are
goals that can work together. As one of the largest companies in the world, with an expanding global presence, we know
we have a responsibility to deal with environmental problems, especilly climate change. One of our environmental
goals at Wal-Mart is to be supplied 100% by renewable energy, and one of the ways we hope lo achieve this is by.

 establishing a Greenhouse Gas {GHG) Network to study and acfively reduce our carbon footprint, Our GHG Network
works to create business advantages from measuring, reducing and eliminating the use of fossil fuels in our
stores, supply chain and by customers.

The Facts about Greenhouse Gages:
Many chemical compounds found in the Earth's atmosphere act as “greenhouse gases.” These gases allow sunllght
to enter the atmosphere freely. When sunlight strikes the Earth's surface, some of it is reflected back towards space
. asinfrared radiation (heat). Greenhouse gases absorb this infrared radiation and trap the heat in the atmosphers,
~ . which many scientists believe contributes to global waming.

. Levels of several important greenhouse gases have increased by about 25 percent since large-scale
industrialization began around 150 years ago.

»  During the past 20 years, about three-quarlers of human-made carbon dioxide emissions were from burning
fossil fuels.

*  The World Meteorological Organization reports that the 10 warmest years in the past 140 have all
occurred since 1983, Some of this change may be natural, but over the past 200 years human activity
has altered the world’s atmosphere, and thers is increasing evidence that these atmospheric changes are
having an influence on the climate through the enhanced greenhouse effact.

» The effects of global warming are already in evidence. Global warming may cause regional rain patterns
to change, while melting glaciers and the therma! expansions of seawater may raise global sea
levels by between 15 and 95 cm by the year 2100,

Working Towards Gresnhouse Gas Reductions:

Due fo our size and scope, Wal-Mart is uniquely positioned to have an impact on climate change while serving the
interests of our customers. Tracking the amount of greenhouse gases we emit is the first step to reduction. The
next step is finding ways to save energy through our value chain, reducing emissions, and saving our company, our
suppliers and our customers money. The best way to cut back our emissions is to not bumn {ossils for alectnctty heat or
fuel. For this reason, to be supplied by 100% renewable energy is our long-term vision.

»  We are the largest private consumer of electricity in the United States, and the owner of one of the largest
private heavy-duty truck fleels in the country.
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Through the 2006 Carbon Disclosure Project, Wal-Mart announced its global GHG footprint of 19.2
million metric tons globally, including 15.4 million tons in the U.S. For the CDP filing, we determined
that our top sources of GHGs are refrigeration, logistics, purchased energy and on-side combustion.

In September 2008, Wal-Mart received the Alliance to Save Energy Chairman’s Award in recognition
for our commitment to energy efficiency and the environment, and for “innovative corporate policy, strong
leadership, and continued contribution to the cause of energy efficiency.”

We are pursuing regutatory and policy changes that will create incentives for ufilities to invest in energy
efficiency, to use low or no greenhouse gas sources of electricity, and to reduce barriers lo integrating these
sources into the power grid. Wal-Mart Stores Inc. Vice President of Corporate Strategy/Sustainability Andy
Rubsn testified before the House Committee on Government Reform in July 2008, and participated in
the Senate Energy and Natural Resources Committee's conference on climate change in April 2006.

In October 2005, we committed to aggressively invest approximately $500 million annually in technologies .
and innovations fo reduce greenhouse gases, create prototypes that are 25-30% more efficient and
increase fleet efficiency.

We havae a plan to reduce greenhouse gas emissions at our existing stores, SAM'S Clubs and Distribution
Centers around the world by 20 percent over the next seven years.

Wal-Mart and SAM'S CLUB are working fo raise awareness among consumers and associates about
energy-saving technologies such as compact fluorescent lightbulbs (CFLs). In November 2006, we
announced a goal to sell 100 million CFLs by 2008. In February 2007, Wal-Mart joined other groups in
launching www.18Seconds.org, a grassroots movement promoting CFLs as a means to save energy.
Making these highly sfficient bulbs accessible and affordable o our customers is important {0 Wal-Mart
because each CFL uses 70 percent iess energy than a traditional bulb, prevents 450 Ibs. of GHG
emissions, and saves up to $30 per bulb in ufility costs.

Woe are working {o design and test a viable prototype store that is 25-30 percent more efficient and will
produce up to 30 percent fewer greenhouse gas emissions within the next four yaars.

It is important that we share our learnings with the world, including our competitors, because the more
people who utilize these technological advancements, the larger the market and the more we can save our
customers.

We plan to initiate a scorecard that will show preference to suppliers who set their own environmental
goals and aggressively reduce their own emissions.

2-4
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Through the Business Energy Efficiency Program, our Sam’s Club team partnered with GE Lighting and
AES in Phoenix, Arizona, to help Hughes Performance improve its energy-efficiency. We visited the Hughes
offices and determined that they could save a great deal of energy by retrofitting lighting fixtures and
installing T-8 fluorescent lights. Jim Hughes expects to see 40 percent savings on his electric bills and
is very pleased with the service.

Did You Know ...?

[ ]

*Scientists have become increasingly concemed in recent years about the amount of carbon dioxide
released into the atmosphere by the burning of fossif fuels. Average worldwide temperatures have risen
this century as a result of what many believe is a greenhouse effect from that pollution” (Marcus
Kabel, Associated Press, *Gore Praises Wal-Mart for Sustainabifity Plans,” July 13, 2006).

“The signs of climate change are all around us, but the impacts can be dramatically lessened if we

. take action now to reduce greenhouse gas emissions,” said Linda Adams, California’s secretary for.

Environmental Protection” (Marla Cone, Los Angeles Times, *The Nation: Forecast for 2080 Is a Study in
Extremes,” Oclober 20, 2006). '

“We are sesing problems from pale to pole; we see them in the oceans and we see them on land,” says
Lara Hansen, chief climate-change scientist at the World Wildlife Fund. “There are very few systems that
| can think of that are untouched by climate change” (Mac Margolis, Newsweek Intemational, “Why the
Frogs Are Dying,” October 16, 2006).

“Climate changa is happening a lot faster than the process of evolution can,” says biologist Camille
Parmesan, at the University of Texas. “The fact that speties are going extinct is telling you that they didn't
adapt” (Mac Margolis, Newsweek Iinfemational, “Why the Frogs Are Dying,” October 18, 2006).

What Others Are Saying:

*Gore told Wal-Mart executives and employees at a day-long conference Wednesday on the retailer's
‘green’ efforts that they should be proud to work there. ‘| believe that this kind of commitment is so important
that the rest of the world is likely to be listening and leaming,' Gore told a packed auditorium of over 800
Wal-Mart employees, suppliers and outside experts who are advising the company...‘The message from
Wal-Mart today to the rest of the business community is, there need not be any conflict between the
environment and the economy. Wa will find the way not only to reconcile (thoss), but to find new profits
and new opportunities as we do the right thing,’ Gore said” (Marcus Kabel, Assocated Press ‘Gore Praises
Wal-Mart for Sustainability Plans," July 13, 2006).
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» “Ms. Littla {reporter for the online environmental magazine Grist) points out that Wal-Mart's size - the very
thing that makes it so vulnerable to attack -- is precisely what “could make it a powerful force for good
for the planet, The company controls so much of the retail market, and has such sway ovar manufacturers, . =
that any green Initiatives on its part have huge ripple effects,” she writes.” (Dan Mitchell, The New York
Times, "Wal-Mart Flirts With Being Green,” April 22, 2006)

* “Says (Former President Bill) Clinton: 't never ask any business to lose money. What we need most in
AIDS, in climata change, in health care, is for them to reexamine the premises on which they operate.' He
cites Wal-Mart's mova to a greener business model as a key example of doing well by doing good.”
(Bethany McLean, Fortune, “The Power of Philanthropy,” September 18, 2006).

» “For TreeHuggers in the US, Thanksgiving is just a day a way, so we'll take time to pause and reflect
on some of the things that TreeHugger is thankful for this year. 1) From the trailer to the theater to the
DVD, we're thankful for everything Al Gore and An Inconvenient Truth did to help bring global warming to
mainstream consciousness, 2) We're thankful for Tesla Molors, who've shown that electric cars can be
hot and fast and eventually affordable. 3) That's right: TreeHugger is thankful for Wal-Mart. We know
they aren’t perfect, but from selling 100 million compact fluorescent bulbs to offering organic food
and sustainable fish to a huge new market, the giant retailer is making some big steps in a greener
direction” (Collin Dunn, Treehugger.com, "TreeHugger Picks: What We're Thankful For”, November 22,
2006)

For more information about Wal-Mari’s sustainability initiatives, please visit www.walmartfacts.com and
www.walmartstoras.com.

HH
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WAL-MART STORES, INC. LOOKS AT RENEWABLE FUELS

Alternative fuels being considered for fleet and for customers

At Wal-Mart, we belleve that being a profitable and efficient business goes hand-in-hand with being a good sfeward of

the environment. In an effort to reach Wal-Mart's larger goal of being supplied by 100 percent renewable enargy, our
Alternative Fuels Network is looking to incorporate renewable fuels into our retail fuel locations and for use in our
fleet of trucks.

F;ieling Qur Future

We see many benefits to renewable fuels. These fuels can produce fewer emissions compared to fraditional gasoline and )

diesel, and can also be made right here in the United States. By using renewable fuels, we will reduce the effects
of global warming and support farmers across the nation. The Alternative Fusls Network supports the Federal
Renewable Fuels Standard and is developing aggressive business plans to exceed these standards. '

 »  Ethanol is used in many states as an additive to gasoline to make gasoline burn cleaner. All conventional
vehicles can use ethanol when blended in a form called E10 {10 percent ethanol and 90 percent gasoline).
Tha E10 blend reduces emissions when bumed in an engine. Wal-Mart is exploring the expansion of E10
blending as a eritical first step to further the integration of renewable fuels into its fuel supplies. -

* Diesel trucks and vehicles can also run on renewable biodiesel blends. Biodiesel can be made from multiple
feed stocks and produces fewer perticulate matter, carbon monoxide and sulfur dioxide emissions compared to
traditional diesel. Wal-Mart is currently testing several different biodiesel blends in our private truck fleet,
and is committed to finding consistent high quality products that meet our sh'lngentreqmremants We hope to
avenfually expand this offering to our retail locations.

Many auto makers ere sefling “Flex Fue!" vehicles that can run on a number of fuels, including E85 (85
percent ethanol and 15 percent gasoline). As a retail vender of gasoline, Sam’s Club is investing in research,
development and equipment that will enable us to bring alternative fuels such as E85 to our millions of
customers who fuel at our stores.

- = Emerging alternative fuels, such as cellulosic ethanol, algae biodiesel and hydrogen, offer promise to mest
our fulure fransportation energy demands. Wal-Mart is committed to exploring these innovative fuels and
finding viable alternatives to fossil fusls.

Did you know?

* The average American usas 500 gallons of gasoline every year and drives the average vehicle more than
12,600 miles per year.

« E85 can reduce ozone-forming emissions by 25 percent compared to reformulated gasoline.

*  Using a blend of 20 percent biodiesel reduces carbon dioxide emissions by 15 percent. Biodiese! is sefe,
biodegradable, and reduces serious air pollutants such as particulates, carbon monoxide and hydrocarbons.

= In the United States, one out of every eight gallons of gasoline sold contains ethanoi.
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What Others are Saying:

For more information on Wal-Mart's sustainability efforts, please visil www walmartfacts.com.

" “Wal-Mart announced |ast week it was looking at adding E-85 fo its Sam's mart stores, and if you talk to

" soon,” Alexander said. “If just Wal-Mart alone were to convert, that would make a big dent.” Hou_ston Chronicle,

“The latest example is Wal-Mart Stores, which said ... it is considaring selling a heavy ethanol blend, known as
E85, at the 385 service stations it owns and operatas at Sam’s Clubs and Wal-Marts around the U.S. This is big -
news, indeed.” Boardrooms, June 7, 2006

“For ethanol to become a frue alternative to gasoline in the U.S., we need more reteil outlels selling it, more
vehicles using it, and we will need more than ethanc),” said Matt Hartwig, spokesman for the Renewable Fuels
Associan. "“Wal-Mart could play an important rols in increasing that infrastructure.” Wafl Street Jounal, June 1,
2006

someone in the ethanol industry, a lot of people are expecting that number (of retailers) to rise to 2,000 pretty
June 6, 2006

“Commentators sae Wal-Mart's sudden interast in ethano! as both a savwy marketing move and an extension
of an environmental plan it launched last year, designed to improve energy efficiency, reduce wasts, and cut
greenhouse gas emissions across all its operations.” New Zealand Energy and Environment Business Week,
June 14, 2006
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January 29, 2008
BY OVERNIGHT DELIVERY
Office of Chief Counsel

Division of Corporation Finance

U.S. Securities and Exchange Commission
100 F Street, N.E.

Washington, D.C. 20549

Re: Shareowner Proposal of the Free Enterprise Action Fund to Wal-Mart Stores,
Inc.; Securities Exchange Act of 1934 Rule 14a-8

Dear Ladies and Gentleman,

On behalf of the Free Enterprise Action Fund (“FEAOX?”), attached please find six (6)
copies of FEAOX’s response to a January 25, 2008 request by Wal-Mart Stores, Inc. fora
no-action letter from the Staff in connection with the above-captioned shareowner
proposal. Action Fund Management, LLC is the investment adviser to the FEAOX and is
authorized to act on behalf of the FEAOX.

Sincerely,
>

Steven J. LI\Z[I{

Managing Partner & General Counsel

Enclosures
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VIA OVERNIGHT DELIVERY

Office of the Chief Counsel

Division of Corporation Finance

U.S. Securities and Exchange Commission
100 F Street, N.W.

Washington, DC 20549

Re:  Shareowner Proposal of the Free Enterprise Action Fund to Wal-Mart
Stores, Inc. under Exchange Act Rule 14a-8

Dear Ladies and Gentlemen:

This letter is submitted on behalf of the Free Enterprise Action Fund (“FEAOX™) in
response to a January 25, 2008 request from Wal-Mart Stores, Inc. (“Wal-Mart”) to the
Division of Corporation Finance (“Staff”) for a no-action letter concerning the above-
captioned shareowner proposal.

Action Fund Management, LLC is the investment advisor to the FEAOX and is
authorized to act on its behalf in this matter.

We believe that Wal-Mart’s request is without merit and that there is no legal or factual
basis for Wal-Mart to exclude the Proposal from its 2008 Proxy Materials.

Finally, we request that Mr. Thomas J. Kim, chief counsel of the Division of Corporation
Finance and a former attorney for the General Electric Company, formally recuse himself
from any role in this matter.

L. Wal-Mart has not substantially implemented the Proposal.

The Proposal requests that Wal-Mart prepare a Global Warming report that describes and
discusses,

...how action taken to date by Wal-Mari to reduce its impact on global climate
change has affected global climate in terms of any changes in mean global
temperature and any undesirable climatic and weather-related events and
disasters avoided.

Wal-Mart admits in its request for a no-action letter (page 5) that,

Page 10f 3



... The Company recognizes that the Sustainability report, the Fact sheets and
other information it regularly provides its shareholders and others contain no
explicit description or quantification of the {Company s actions] on mean global
temperature or the climate or weather-related disasters and effects ...

Wal-Mart has, therefore by its own admission, not substantially implemented the
Proposal.

11 The Proposal does not advance a personal interest or grievance.

Global warming is not a personal interest or grievance. Global warming is the sort of
significant social policy issue that the Staff has deemed transcends the “ordinary business
operations” exception for shareholder proposals. [See Exchange Act Release 40,018
(May 21, 1998) and Staff Legal Bulletin No. 14C, part D.2 (June 28, 2005)].

Moreover, the Staff recently denied a request for a no-action letter concerning a less
burdensome global warming-related proposal filed by the proponent of the current
Proposal. See General Electric Company (avail. Jan. 15, 2008).

III.  The Proposal is not impermissibly vague or impossible to implement,

The Proposal is, in fact, relatively simple to implement with information already at hand.

Wal-Mart, for example, admits (page 5) that it already knows what its annual carbon
dioxide (CO2) emissions are. It also admits (page 3) that it is aware of the work of the
Intergovernmental Panel on Climate Change (IPCC). By applying its CO2 data to [PCC
formulas that relate CO2 emissions to global temperature, the Company can easily
estimate of the impact of its actions on mean global temperature.

It would also be acceptable for the Company to respond to the Proposal with, “Wal-Mart
does not know what, if any, impacts its actions are having on global climate.”

Finally, to the extent that the Proposal is vague, Wal-Mart may use its discretion in
completing the requested report.

IV.  Thomas Kim should recuse himself from this matter.
We request that Thomas Kim, chief counsel of the Staff, recuse himself from this matter
because he is a former attorney for the General Electric Company (“GE”) and he may be
biased against the FEAOX because of its shareholder activities.

While Mr. Kim was employed by GE:

e The Staff twice refused to grant GE no-action requests on global warming
shareholder proposals filed by the FEAOX;
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e FEAOX re-filed its global warming proposal on October 30, 2007 while Mr. Kim
may still have been employed by GE;

e A member of Gibson, Dunn & Crutcher, GE’s law firm, was sanctioned by his
employer for sending an obscene e-mail to the FEAOX related to a shareholder
proposal filed with GE. See http://blogs.wsj.com/law/2007/02/12/law-blog-email-
of-the-day-by-gibson-dunns-larry-simms/.

¢ GE joined the U.S. Climate Action Partnership, many members of which have
received shareholder proposals from the FEAOX.

V. Conclusion

Based upon the forgoing analysis, we respectfully request that the Staff reject Wal-Mart’s
request for a “no-action” letter concerning the Proposal. If the Staff does not concur with
our position, we would appreciate the opportunity to confer with the Staff concerning
these matters prior to the issuance of its response. Also, we request to be party to any and
all communications between the Staff and Wal-Mart and its representatives concerning
the Proposal.

A copy of this correspondence has been timely provided to Wal-Mart and its counsel. In
the interest of a fair and balanced process, we request that the Staff notify the
undersigned if it receives any correspondence on the Proposal from Wal-Mart or other
persons, unless that correspondence has specifically confirmed to the Staff that the
Proponent or the undersigned have timely been provided with a copy of the
correspondence. If we can provide additional correspondence to address any questions
that the Staff may have with respect to this correspondence or Wal-Mart’s no-action
request, please do not hesitate to call me at 301-258-2852.

Sincerely

Steven J. Milloy
Managing Partner & General Counsel

cc:  Jenmfer F. Rudolph, Wal-Mart
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February 20, 2008

OVERNIGHT DELIVERY
VIA FEDERAL EXPRESS

U.S. Securities and Exchange Commission
Division of Corporation Finance

Office of Chief Counsel

100 F Street, N.W.

Washington, D.C. 20549

Re:  Wal-Mart Stores, Inc. — Notice of Intent to Omit from Proxy Materials the
Shareholder Proposal of the Free Enterprise Action Fund

Ladies and Gentlemen:

Wal-Mart Stores, Inc., a Delaware corporation (“Wal-Mart” or the “Company™), 1s filing
this letter in response to the letter, dated January 29, 2008 (the “Response Letter "), to the staff of
the Division of Corporation Finance (the “Staff™) of the Securities and Exchange Commission
(the “Commission"") from the Free Enterprise Action Fund (the “Proponent”). That letter was
sent in response to the Company’s letter to the Staff dated January 25, 2008 (the “Request
Letter””) by which the Company notified the Staff of its intention to exclude the shareholder
proposal submitted by the Proponent (the “Proposal’) from the Company’s proxy materials
relating to its 2008 Annual Shareholders Meeting (the “2008 Proxy Materials”). The Request
Letter also requested that the Staff confirm that it would not recommend to the Commission that
any enforcement action be taken if Wal-Mart excludes the Proposal from its 2008 Proxy
Materials for the reasons described in the Request Letter. Six copies of this letter are enclosed.

1. Background.

The Proposal requests that the Company’s Board of Directors (the “Board”} “prepare by
October 2008, at reasonable expense and omitting proprietary information, a Global Warming
Report.” The Proposal does not specify the contents of this report, other than to say that the
report “may describe and discuss how action taken to date by Wal-Mart to reduce its impact on
global climate change has affected global climate in terms of any changes in the mean global
temperature and any undesirable climatic and weather related events and disasters avoided.”
(emphasis added). In the Request Letter, Wal-Mart indicated that it had concluded that:
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e Wal-Mart has substantially implemented the Proposal, and therefore may exclude the
Proposal from the 2008 Proxy Materials under Rule 14a-8(i)(10) under the Securities
Exchange Act of 1934, as amended,;

e the Proposal is designed to further a personal grievance or personal interest of the
Proponent, and therefore may be excluded in reliance on Rule 14a-8(i)(4); and

e as the Proposal is impermissibly vague and impossible to implement by the Company,
the Proposal may be excluded in reliance on Rule 14a-8(i)(3) and Rule 14a-8(i)(6).

The Proponent argues in the Response Letter that Wal-Mart may not exclude the Proposal -
on any of these grounds. However, the Proponent’s arguments are unpersuasive.

IL Response to the Response Letter’s Arguments.

A. The Company has substantially implemented the Proposal.

The Proponent’s sole argument to support this contention is to reiterate that the Proposal
“requests that Wal-Mart prepare a global warming report that describes and discusses” how the
action taken to date by Wal-Mart to reduce its impact on global climate has affected global
climate in the manner noted above. The Proponent then quotes a statement in the Request Letter
to the effect that the Company recognizes that its climate-related disclosures do not contain an
explicit description or quantification of the effect of the Company’s actions on mean global
temperature or weather-rclated disasters and effects.

First, the Proponent mischaracterizes the nature of the Proposal. The Proposal asks only
that the Board “prepare by October 2008, at reasonable expense and omitting proprietary
information, a Global Warming Report.” The Proposal does not specify what the content of the
report must be. Rather, the Proposal indicates, that the Company “may discuss” how its actions
have affected global climate in terms of any changes in mean global temperature and climatic
and weather-related events, thereby suggesting one possible topic for the report.

Second, the Proponent quotes the statement from the Request Letter out of context. The
Company did not admit that it had not substantially implemented the Proposal. In fact, the
Request Letter described the substantial and detailed reports and other information the Company
has publicly provided related to the environment and global climate — information that a
reasonable reader would recognize as a “global warming report.” The statement quoted in the
Response Letter merely describes one difference between the information provided by the
Company and one particular item of information that the Proponent suggested the Company
“may discuss” in the Report. Clearly, it does not follow from this one difference that the
Company has not substantially implemented the Proposal.

As demonstrated in the Request Letter, the Company has provided its shareholders and
others a substantial body of information regarding its efforts to reduce its impact on the climate,
which is the samé information that the Company could and would provide in a separate global
warming report. Consequently, the Company believes that it has substantially implemented the
Proposal and, as a result, may exclude the Proposal under Rule 14a-8(i)(10).
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B The Proposal advances a personal interest or grievance. .

The Company believes the Proponent has a personal interest in the Proposal that Wal-
Mart’s shareholders at large do not share. The Company recognizes that climate change is an
issue of interest to society at large. However, as the Supporting Statement suggests, if the
Proponent wants anything in the report, it is for Wal-Mart to admit that it cannot quantify the
impact of its actions regarding climate change on global mean surface temperature or the
weather. In other words, the Proponent seeks to use the Proposal to cause the Company to
indirectly promote the Proponent’s clearly discernable personal view that linkages between
greenhouse gases and climate change are based on bad science. By making the Proposal, the
Proponent pursues a personal agenda not shared by Wal-Mart’s shareholders at large and is not
attempting to promote the interests of the Company’s shareholders. Consequently, the Company
believes it may exclude the Proposal under Rule 14a-8(i)(4).

C. The Proposal is impermissibly vague or impossible to implement.

The Response Letter states that the Proposal is “relatively simple to implement with the
information at hand.” The Proponent appears to be suggesting that the Company can easily
calculate the impact of its actions on the global mean surface temperature. The Proponent
suggests that the Company use formulas of the Intergovernmental Panel on Climate Change
(“IPCC?") that relate carbon dioxide emissions to global temperature to estimate that change.
However, it is unclear to what formulas the Proponent is referring. While various formulas are
cited in various IPCC reports, including Working Group I: Climate Change 2007: The Physical
Science Basis, (available at http://www.ipcc.ch/ipccreports/ar4-wgl htm), even a cursory view of
this document reveals how complex and contingent any such calculations are. Therefore, the
Company believes that any estimate it might publish as to the degree of change the climate
resulting from its actions would not be meaningful. Therefore, the Company believes that the
Proposal is impermissibly vague and the suggestion that the Company report the effect of its
actions on global climate and on other weather events is impossible to implement and, therefore,
the Company may exclude the Proposal in reliance on Rules 14a-8(i}(3) and 14a-8(i)(6).

III.  Conclusion
Based on the foregoing, Wal-Mart hereby reiterates its request that the Staff confirm that

it will not recommend any enforcement action if Wal-Mart excludes the Proposal from the 2008
Proxy Materials.
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Please call the undersigned at (479) 277-9353, Geoffrey W. Edwards, Assistant General
Counsel, at (479) 204-6483, or Jeffrey J. Gearhart, Senior Vice President and Deputy General
Counsel, at (479) 277-2345 if you require additional information or wish to discuss this
submission further.

Thank you for your consideration.
Respectfully Submitted,

o o9 Eebig

Jennifer F. Rudolph

cc:  Free Enterprise Action Fund ¢/o Steven J. Milloy
Managing Partner & General Counsel
12309 Briarbush Lane
Potomac, Maryland 20854
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) DIVISION OF CORPORATION FINANCE
INFORMAL PROCEDURES REGARDING SHAREHOLDER PROPOSALS

The Division of Corporation Finance believes that its responsibility with respect to
matters arising under Rule 14a-8 [17 CFR 240.14a-8), as with other matters under the proxy
rules, is to aid those who must comply with the rule by offering informal advice and suggestions
and to determine, initially, whether ornot it may be appropriate in a particular matter to
recommend enforcement action to the Commission. In connection with a shareholder proposal
under Rule 14a-8, the Division’s staff considers the information furnished to it by the Company -

in support of its intention to exclude the proposals from the Company’s proxy materials, as well

as any information furnished by the proponent or the proponent’s representative.

- Although Rule 14a-8(k) does not require any communications from shareholders te the
Commission’s staff, the staff will always consider information concerning alleged vielations of
the statutes administered by the Commuission, including argument as to whether.or not activities
proposed to be taken would be violative of the statute or rule involved. The receipt by the staff
of such information, however, should not be construed as changing the staff’ s informal
proccdures and proxy review into a formal or adversary: procedure '

It is important to note that the staff’s and Commission’s no-action responses {0
Rule 14a-8(j) submissions reflect only informal views. The determinations reached in these no-
action letters do not and cannot adjudicate the merits of a company’s position with respect to the

_-proposal. Only a court such as a U.S. District Court can decide whether-a company is obligated
to include shareholder proposals in its proxy materials. Accordingly a discretionary

determination not to recommend or take Commission enforcement action, does not preclude a
proponent, or any shareholder of a company, from pursuing any rights he or she may have against-
the company in court, should the management omit the proposal from the company’s proxy -
material.




March 10, 2008

Response of the Office of Chief Counsel
Division of Corporation Finance

Re: Wal-Mart Stores, Inc.
Incoming letter dated January 25, 2008

The proposal requests that the board prepare a global warming report.

There appears to be some basis for your view that Wal-Mart may exclude the
proposal under rule 14a-8(i)(10). Accordingly, we will not recommend enforcement
action to the Commission if Wal-Mart omits the proposal from its proxy materials in
reliance on rule 14a-8(i)(10). In reaching this position, we have not found it necessary to
address the alternative bases for omission upon which Wal-Mart relies.

Sincerely,

Jdey Bett st

Greg Belliston
Special Counsel




